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BARCHKIN® 


4 Custom-made or ready-made pattern 
designs — whichever you want. They float in 
a sheer translucency that gives a three 
dimensional illusion to advertising inserts, 
high grade presentations and direct mail 
pieces. Parchkin Motif Art Parchment costs 
a little more than paper—but a lot less than 
complex “step and repeat”’ plate designs— 
and it’s more interesting! 


Besides design, Parchkin Motif possesses 
the superb feel and surface of parchment for 
printing elegance. It comes in white or 
pastels, in varying weights. 


Let it speak for itself. Send for Paterson's 
free sample and information package. 


“Something Special in Papers” 


ANNI VE So 
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) ; PATERSON PARCHMENT PAPER COMPANY 


Bristol, Pennsylvania 
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Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvale, California 
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OIRECT MAIL LETTERHEADS AND ENVELOPES MAGAZINE INSERTS PACKAGE INSERTS GREETING CARDS 





George H. Jones, associated with 
Stevens-Gross Studios, Chicago, has 
distinctively illustrated ads for some of the most 
prominent national magazine advertisers. 
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how many looks make a sale? 


How many times must a prospect look at your product... your package 

. your sales message . . . before a sale is made? This is a question 
to consider closely when selecting media for national advertising. Printed advertising in national magazines is 
An important reason for presenting your product in national made dynamic by the reader's attention . . . 


5 a aa : which is commanded by the skills of artist and 
magazines is that no limit is placed on the number of looks a reader writer. Quality of printed reproduction is part 
is allowed. The magazine reader who is stopped by your of this selling effect. To this we have contrib- 


advertisement can take as many looks as she wishes... uted, for more than a quarter century, the fin- 


s . est photoengravings that money can buy. We 
for as long as she wishes . . . until they add up to a sale. join with well-known magazineartists and pho- 


tographers to express our appreciation of the 
basic values of national magazine advertising. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant 
for letterpress and gravure 


333 West Lake Street, Chicago 
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for your book covers 


... with long-wearing Du Pont vinyl “PX’® cloth— 
another achievement of the science of chemistry 


Here’s a new material that will enable you to render full-color cover designs 
with an exciting, new clarity. It’s vinyl “PX” cloth—an advanced binding 


er (; I e OC GY material developed by the research laboratories of Du Pont to make book 
olenen P covers brighter-looking . . . longer-lasting. 


zemnene® 


Vinyl “PX” cloth has a “en tested, proven and accepted by many leading 
publishers. This enthusiastic acceptance has already resulted in the use of 
over '% million yards. It meets the official standards of the National Associa- 
tion of State Textbook Directors, American Textbook Publishers’ Institute 
and the Book Manutacturs’ Institute 

Color reproduces beautifully . . . sparkles with life and brightness on the 
snew-whoite, aiform surface of vinyl “PX” cloth. The most detailed design 
prints crisply, accurately *? the | wonderful thing about vinyl “PX” cloth 

that it combines this printabu. y outsiand+ — toughness and durability. 

sme, ask for tin Pont vinyl‘ ‘p x" cloth. Yo istry huter has it in stock. 
samme swatches and mere information. write bk. [. 
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Just Cllutin Us 


How to Get More Out of Trade Shows 


The great increase in the number and size of industrial and trade shows 
demonstrates the important place which these exhibits have in the merchandising 
operations of leading manufacturers. 





They play an important role in stimulating buying activity in many fields, 
as indicated by the success of the great machine tool show held recently in 
Chicago. 


The question always uppermost in the minds of exhibitors is how to convert 
traffic and interest into qualified prospects and sales leads. One simple de- 
vice used at the machine tool show is so useful in this regard that it deserves 
universal adoption. 


Each registrant at the show was given a plastic card, similar to the credit 
cards used by most organizations. And each exhibitor was equipped with a de- 
vice for stamping the name and address on the card on his own records. 


What happened was that instead of picking up literature at various booths 
and trying to carry it home--an almost impossible task--the visitor to any 
booth simply presented his card, which was then used to record his correct 
name, title and company, and indicated the material he wanted sent to him at 
his office. This meant that the exhibitor has a complete and- accurate record 
of prospects, and the visitor was assured of getting all of the information he 
needed without further effort on his part. 


The hit-or-miss-methods of handling show attendance by exhibitors, which 
have been in evidence for so long, should be replaced everywhere with the reg- 
istration card system. It makes sure that all prospects are properly recorded 


and properly serviced by the exhibitor. 
SRE ax / 
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Many an adman must make an impression while he is on 
his feet, talking. Note these practical suggestions. 

K-S Boosts Freedomland JOHN JAMES 
Newest (and biggest) entry in the . 
entertainment field is **Freedom- Using the Election to Sell Appliances . 
land, U.S.A." — fabulous 205-acre It takes more than television sponsorship to sell: you nee 
outdoor park in Bronx, N.Y. t wee ant p to sell; y d 


Themed on the saga of America, dealer promotion and support. Westinghouse tells how it 
it's shaped and contoured like a got what it needed to boost sales at the local level. 
miniature U.S.A., and offers his- 


torical exhibits, thrill rides, other J. Grmsert Barro 
attractions. Scored terrific public 


notice . . . and building more by Do Sales Promotion Departments Need Their Own Print Shops? 
use of Kleen-Stik Bumper 


Strips. These pint-size “rolling An AR survey shows what is happening to in-plant print 
billboards” apply with a simple shops, their advantages and their disadvantages. Ep SACHS 
peel-and-press, gt — thru = 
snow, heat, cold. Handsome silk- 
qeveen feb tw MNew-Aet Secon ey Gy ok ccd ee eede sane eh ne a's 
Prig. Co. NYC, with Owner Al Bell & Howell learned that the best way to increase sales 
Newman and Prod. Mgr. Al 


Sehwartz handling. through its dealers was to make better dealers of them. 
. Cart G. SCHREYER 


~ IDEA NO. 181 


.WITH KLEEN-STIK 


KEEP IT UP.. 


GET iT VP.. 


Pee VERSATILE 


WwORL Is Your Trademark as Effective Today as it was Yesterday? . 
‘ A a . 

(Id hae A ed PN) aed A social scientist looks at the image people have of trade- 

marks, and the way their meanings change to influence 

sales GERALD W. TASKER 
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So many people use, like and are even fascinated by maps 
that it is little wonder that they have been widely used in 
sales promotion, as this Advertisers Buying Guide reports. 

TED SANCHAGRIN 
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Does Your Point-of-Purchase Stand Up in Supermarkets? . . 


An advertising manager points out some of the handicaps 
of p.o.p. and why it is nevertheless a key promotion medi- 


um. Georce A. HAMILTON 
Bring Back the Covered Bridge ............... 


As the covered bridge disappears, so does what was once a 
very popular advertising medium. RicHarp SANDERS ALLEN 


IDEA NO. 182 
New “Angle” on 
Package Labels 
Making a label to fit the package is 
more than just a theory to The 
john MecHutchion Ltd., of 
Brantford, Ontario. As a_result, 
this Bird of Paradise Fruit Cake 
label is triangular in anaes, > - 
neatly in the corner of the box. And . L 
it’s printed on moistureless, self- . Meet McCormick Place 
sticking Kleen-Stik Silver Foil, 
to apply quickly and easily, every 
time. Sealcraft, Toronto, rates ap- 
plause for this precise and colorful 
production. 
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Chicago’s long-awaited lakefront exposition hall opened in 
the middle of November, and exhibitors headed for it will 
have to learn how to make most effective use of its fea- 


tures. Rosert B. Konrkow 
Kleen-Stik “takes the cake” 
when it comes to extra-effec- 
tive point-of-purchase dis- 
plays and labels. Any size... 
any shape...any printing pro- 
cess. See your regular printer, 
lithographer. or silk screener 
—or write direct for full infor- 
mation and ideas. 


-..and Cobo Hall, too! ... 


Detroit makes a major bid for expositions with its new, 
giant hall, which opened last month with the auto show. 
HaviLanp F. Reves 


MILS-N3371W HLIM 


An Agency Produces a Musical ........... 


What goes into a live-action presentation, and why Cun- 
ningham & Walsh decided to do it themselves. 


Tom De Hurr 


PRODUCTS, INC. Repackaging an Entire Product Line ...... 
7300 West Wilson Avenue 
Chicago 31, Ilinois 


When College Inn wanted to update its package, it had to 
hold onto old loyalties while still generating new en- 


thusiasms. JAMES H. BLack 
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OF CONTENTS 


Packages of Note 


A collection of recent packages shows a cleanliness of de- 
sign and an appropriateness that help sell products. 


An Agency’s Creative External ..........2.ccccccccees 


Publicis, Paris advertising agency, issues one of the bright- 
est company publications in the world. 
Maurice BENSOUSSAN 


OO a I IIE Sines. a Serene See 


A Benton & Bowles executive tells how mail kept coming 
to people long after they left the agency, and how they 
managed to cut down on the waste effort in handling it. 


RIcHARD ESSEY 


How to Produce a Film with Almost No Headaches ........ 


It’s a big step from an internal training film to one destined 
for television, but here’s how Behr-Manning made it. 
FreDERIC C. REGAN 


Promoting with Pajama Premiums ............-+-.++. 


Englander looked around for something to promote mat- 
tress sales, and found it right at home. Burt GoopMAN 


What to Do When You’re 125 ..........2ccc cc ceesces 


While a “quarticentennial” doesn’t come round very often, 
perhaps you can borrow some ideas from Orr Iron for your 
next anniversary, whatever number it is. Bette Macon 


Better Prints through Better Paper .............0-.205. 
It takes more than a photographer to get a good print. It 
takes good processing and especially the right print paper. 

Shooting Motion Standing Still ..... cc cccccccccccces 


When the client wants a night shot of a truck rolling at 
high speed down a wet highway, it isn’t easy to capture the 
illusion on film. 
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A COMPLETE PACKAGING SERVICE 
FROM CREATIVE ART 
TO FINISHED PRODUCT 


Jackmeyer 


LEADERS IN THE FIELD! 


Pioneer in Package design and pro- 
duction, Jackmeyer leads the field in 
Heat Seal ¢ Stik-On e Foldover « Skin 
and Slide Blister packaging with un- 
matched technical ‘know-how’, skills 
and facilities. Every Blister Pack is 
custom designed to provide maximum 
protection and ‘on sight’ sales action. 


One Complete Source... From re- 
search, creative art, printing, form- 
ing of Blister to assembling, Jack- 
meyer is your one dependable source 
for all your Blister packaging needs! 
Whatever your problems, Jackmeyer 
can solve them. 

* Send today for FREE Blister 
Packaging FACT BOOK—a com- 


plete and helpful guide to better 
Blister Packaging. 


Write Dept. AR-12. 
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Consult us... No obligation! 





Branches in Principol Cities 


THE 


CORR 


253 West 26th St., New York 1,N.Y. 
WAtkins 4-0265 


SPECIALTY PRINTING Since aE) 
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YOUR DISPLAYS 


VA i a MOTION 


and for your 
ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor-low 
cost quiet opera- 
tion. 

Write for details. 


CL) VUE-MORE TURNTABLES 
() BREVEL MOTORS 


VUE-MORE CORPORATION 


Od ee Le a ed 
601 WEST 26th STREET a ee) ae ee, 
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In Convention Assembled... 


Direct Mail Meeting 
Stimulating, Informative 


It is a little hard to get a single, 
simple impression of a convention 
as complex and diffuse as that of 
the Direct Mail Advertising Asso- 
ciation, which met early in October 
at the indescribable Americana, in 
Miami Beach. The reason for this 
difficulty is not hard to pin down. 
Here were represented about 1,200 
users and producers of direct mail, 
whose interests varied all the way 
from raising funds for charitable 
organizations to selling almost any- 
thing you want to name through 
the mail. 

Sessions went on_ successively, 
concurrently and repetitively. In 
competition with the formal meet- 
ings were a collection of interesting 
exhibits, the Florida sunshine (which 
perversely disappeared behind rain 
clouds almost every time I guiltily 
sneaked out of a meeting to get a 
dip), and a profusion of hospitality 
suites which provided multiple op- 
portunities for refreshment, both 
liquid and even intellectual. Ac- 
tually, as is so common at such 
meetings, some of the most valuable 
things you bring home are those 
you find between and after the 
formal meetings listed on the pro- 
gram. 

When you asked a delegate what he 
thought of the convention, the an- 
swers you got were likely to range 
all over the lot. No two people at- 
tended the same set of sessions, 
heard the same group of speakers, 
or came away with the same im- 
pression. One person was enthu- 
siastic, the next disappointed, and 
no great conclusion should be drawn 
from either reaction. 


Display typefaces in this issue 


> Some of the formal proceedings 
are being reported elsewhere in 
AR. Last month, for example, we 
summarized six of the direct mail 
campaigns which were given DMAA 
awards. Some of the other material 
will appear in future issues as 
formal articles, and still others is 
serving as inspiration and_ back- 
ground, to work their way through 
devious paths, into our whole think- 
ing. 

But let’s get back to the diversity 
of interests represented at the meet- 
ing. All of these people, however, 
have a common interest in the han- 
dling of the mails, and this thread, 
as usual, ran through the conven- 
tion proceedings. 


> It started at the opening session 
when Edwin Riley, direct mail’s 
closest contact in the Post Office 
Department, talked on “The Post 
Office and the ’60’s.” The basic 
problem, as every mail user knows, 
is the rapidly-increasing volume of 
mail that must be handled. Not only 
is the per capita volume of mail 
growing—in the next 25 years, it 
is expected to grow from 350 per 
year to 700—but our population in 
the same period is expected to in- 
crease to 200 million. This combi- 
nation of increases will jump from 
1959’s 60 billion pieces to perhaps 
140 billion in 1975! 

This is a lot of mail and, accord- 
ing to Mr. Riley, a National Bureau 
of Standards estimate says that by 
the year 2000, there will not be 
enough employes available in the 
United States to handle the ex- 
pected volume, if the present tech- 
niques are not changed. 

This points to the need for mech- 
anization, and complete mechaniza- 
tion, as the only answer. But mech- 
anization is terribly expensive, es- 
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pecially when you consider that 
there are 36,000 post offices in the 
country, many of them small. To 
keep the cost within reason, a cer- 
tain degree of standardization must 
be introduced. But how much? 
There lies the rub. The accom- 
panying diagram, reprinted through | 
the courtesy of the Printing Indus- ENVELOPE 

try of America, for which it was ——— oe a 
originally prepared, shows the main ae M88 Man a 
provisions of some regulations that 

have been issued by the Post Office 
Department for consideration by 
mail users. 

Some of these proposals would 
curtail or severely limit the possi- 
bilities of our most creative adver- 
tisers, and few people are happy 
about them. Some of the delegates 
to the DMAA were, to put it mild- o 
ly, disturbed. Some of their con- 3 aan aa 3, ta 
cern, it must be admitted, was based : 
on misunderstanding. vipa ssesben 


Odd Shapes of Cards, Envelopes 
and Self-Mailers 


ILLUSTRATING SOME OF THE THINGS UNCLE SAM PROPOSES TO DO AS OF JANUARY 1, 1962 


NOT ACCEPTABLE After January s. _1962 


mi 
| 


IF LESS THAN 3”—__yj 


SELF-MAILER 


: | 
IF LESS THAN 4° 


NOT ACCEPTABLE 


ACCEPTABLE SEALING Must be Sealed (Closed) on Four Sides 
After January 1, 1962 


Je— NOT LESS THAN 3° —> 


If not followed in post cards, 
they will take letter rate. If 
not followed on third class 
mail items, they will take 
minimum rate 


Square envelopes not recom- 
mended. Premium rates will 
. 3 be applied to third class mail 
> This is one of the advantages of if used. 

coming to a convention like this. 


There is an opportunity for the ex- 


LESS THAN 3 
NOT LESS THAN 4% 


RECTANGLE 
RATIO 1:1414 


SQUARE 
RATIO 1:1 


NOT 


change of ideas and for explanations 
to be proffered and discussed. Prob- 
lems can be worked out on an in- 
formal and sometimes even friendly 
basis. 

One example is the provision 
that all pieces to be mailed must 
have a horizontal dimension at least 
1.414 times its height. The reason 
for this is simple: any piece that is 
more nearly square than this has 
a tendency to land on the wrong 
edge as it passes through the vari- 
ous stages of a mechanical device. 
Most letter mail, whether first or 
third class, passes this requirement 
already. It would eliminate the 
square greeting card and some en- 
velope shapes, but these are rela- 
tively unimportant (except, of 
course, to those who are using them 
regularly). 

But it would also, according to 
most people’s interpretation, elimi- 
nate the very common 9x12” enve- 
lope that is used for sending out 
brochures, or press releases, or 
photographs, or magazines. This 
would create a problem for many 
mail users which could be solved 
only at considerable expense. But 
when the matter was brought up 
in a discussion session with Mr. 
Riley, he pointed out that the en- 
tire regulation was meant to apply 
only to “letter-size” mail, and while 
this phrase had not yet been given 
an exact definition, there was no 
doubt that the large envelopes were 
not letter-size. 

Another one of the proposals that 
aroused considerable concern was 
that which would require that all 
mailing pieces be sealed on all four 
sides. This would apparently elim- 








inate the catalog that is being sent 
out unwrapped, as well as the two- 
part postcard. Again, the regulation 
was based on the proclivity of such 
flaps to catch and jam any machine 
that was supposed to handle them 
with speed and accuracy. But again 
the large flyer is not to be included 
in this proposal. 

There is no question but that the 
advent of mechanized handling will 
force some degree of standardiza- 
tion on the creators and users of 
direct mail. But short of tolerating 
astronomically increased costs, or 
increasingly slower handling, there 
is no other solution to this compli- 
cated problem. Some compromises 
must be made to begin to move 
towards this goal, and it cannot all 
be on one side or the other. 


> The Post Office is in a difficult 
position, as anybody who has 
worked in Washington knows. As 
a matter of fact, only one who has 
worked in our capital can realize 
the delicate balance of pressures 
that exist between the business 


Drawing courtesy of the Printing Industry of America 


community, the civil service struc- 
ture, the administration which acts 
through the Postmaster General and 
the legislative branch with its direct 
and indirect influences on the op- 
eration of a department. It is one 
thing to know what the solution is; 
it is another to put the solution into 
effect. 

Users of mail must realize that 
their influence can be important, if 
it is exercised through the proper 
channels. The associations in the 
field—the DMAA, the Associated 
Third Class Mail Users, the Busi- 
ness Mail Foundation—are all ac- 
tive and need help and _ support. 
Your local Congressman is a more 
important figure in the understand- 
ing of postal problems than you may 
realize; keep him aware, in a friend- 
ly way, of your problems. Your 
postmaster has his problems, too. 
Get to know him. 

If you use the mails—and what 
business does not rely on the mails? 
—these efforts should be supported, 
individually and through associa- 
tions. And in addition, each of us 
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INTERNATIONA 


One of the most unusual features AR has ever 
presented will be a high spot of the January 
issue. A special portfolio of inserts will show 
how the same black and white photograph will 
reproduce in each of the major printing proc- 
esses, permitting a direct comparison of how 
each looks. The text will discuss the advantages 
and limitations of each, to help you select and 
buy printing more effectively. 


Coins and Tokens 


Latest in the Advertisers Buying 
Guide Series, this article tells 
how coins, tokens and bills are 
used in sales promotion, and 
where they can be obtained. 


Salute to 
International 
Printing Week 


Direct Mail Ideas 


From a presentation which was 
one of the highlights of the 
Miami meeting of the DMAA, 


aginative direct mail programs. 


PLUS 


8:- GH: December 1960 


®How to Plan an Exhibit Program 
®How to Buy Art without a Fight 
®How to Use Girls for Promotion 


we present a collection of im- : 


should be conscious of his own con- 
tribution to public opinion, through 
his use of the mails. It’s a struggle 
which will not be over for a long 
time, and the approach must be a 
long-range and a continuing one. 


Thanks a Lot. . First reactions to 
the wrapper on our November issue, 
shown going through the machine in 
the picture above, have been highly 
favorable. Everybody seems to like 
the way it looks and the way it de- 
livers the product. More next month. 
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MARCH, 1961 


March 1-April 30 
Spring Clean-Up Time . . . sponsored 
by Chureh & Dwight Co., 70 Pine St., 
m3. 

March 1-31 


Cottage Cheese Salad Month . . . spon- 
sored by American Dairy Assn., 20 N. 
Wacker Dr., Chicago 
Buttermilk Bread Sales Month . . . spon- 
sored by Natl. Bread Sales Month, 111 
N. Marion St., Oak Park, Ill. 
Children’s Art Month . . . The Crayon, 
Water Color and Craft Institute Inc., 
120 Lexington Ave., N. Y. 17 
Red Cross Month . . . sponsored by The 
American Natl. Red Cross, Washington 
13 

March 1-7 


National Weights and Measures Week 
... sponsored by Weights and Measures 
Associates, One Thomas Circle, Wash- 
ington 5 


March 2-April 2 


Easter Seal Appeal . . . sponsored by 
Natl. Society for Crippled Children & 
Adults Inc., 2023 W. Ogden Av., Chi- 


cago 12 





FOR DISTINGUISHED LETTERHEADS 


WY 


RisTocrR T OF BOND PAPERS 


For the discriminating buyer of bond 
papers there is nothing finer than 
elue-sized Lancaster Bond. It is made 
entirely from « risp. white, new cotton 
fibres. offering brightness. beauty and 
enduring strength. 

Lancaster Bond is unsurpassed too, 
for its rich and uniform cockle finish. 
Whether the letterhead is produced by 
letterpress. lithography or engraving. 
Lancaster. the “Aristocrat of Bonds,” 
will lend new beauty to the letterhead 
design and add prestige to any written 


message. 


Available in four colors, SU) % 


blue. eafe. vray, buff. 


plus white. Colon fibee 


1A NCASTER BOND 


by Gilbert Paper Company, Menasha, Wisconsin 





FOR A WIDE VARIETY OF OTHER USES 


NA Gneadier BEianil 


100% COTTON FIBRE CONTENT 


Wills... Deeds 


Permanent Records 


Lancaster Bond is also as “tough” as it 
is beautiful. In addition to letterheads 
and envelopes, use Lancaster Bond 
wherever there is a demand for a paper 
with long life and the ability to with- 
stand continued handling. Its 100% 
cotton fibre content assures you of a 
paper that can really take it and retain 
its crisp brilliance. This is Lancaster 


Bond, Hi-Fi white, cockle finish, sub. 20. 


{SK YOUR GILBERT PAPER MERCHANT 


Gilbert Paper Company, Menasha. Wisconsin 





March 3 
Doll Festival . . . 
anese Girls’ Day). 

March 4-May 14 
Bowling Congress Tournament . . . spon- 
sored by American Bowling Congress, 
1572 E. Capitol Drive, Milwaukee, Wis. 

March 5-11 
National Peanut Week . . . sponsored 
by Natl. Peanut Council, 535 DuPont 
Circle Bldg., Washington 
Save Your Vision Week . . 
by American Optometric 
Chouteau Av., St. Louis 10 

*March 6-11 
National Smile Week . . . sponsored by 
Gibson Greeting Cards Inc., Amberley, 
Cincinnati 37 

March 5-12 
4-H Week ... sponsored by U.S. Dept. 
of Agriculture, Federal Extension Serv- 
ice, Washington 25 

March 12-18 
Girl Scout Week . . . sponsored by Girl 
Scouts of the U.S.A., 830 3rd Av., 
N. ¥. 22 

March 17 
St. Patrick's Day 

March 17-24 
Jewish Youth Week . . . sponsored by 
Natl. Jewish Welfare Board, 145 E. 
32nd St., N. Y. 16 

March 19-25 
National Salesmen’s Week . . . sponsored 
by Earle M. Burnett Sr., P.O. Box 1223, 
Lincoln 1, Neb. 
National Wildlife Week . . . sponsored 
by Natl. Wildlife Federation, 232 Carroll 
St., NW. Washington 12 
National Television Servicemen’s Week 

. sponsored by RCA Tube Div., Radio 

Corp. of America, 415 S. 5th St., Harri- 
son, N. J. 


National Rice Week . . . sponsored by 
Rice Council for Market Development, 
2171 Portsmouth, Houston 6, Tex. 
March 30 
Sewards Day .. . 
Treaty). 
March 31 
Good Friday 


(Hawaii—also Jap- 


. sponsored 


Assn., 4030 


(Alaskan Purchase 


“These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


Christmas Safety Cartoons 
Sponsored by National Safety Council, 
425 N. Michigan Av., Chicago 11. Car- 
toons with safety themes published dur- 
ing holiday period. 
Cleses Jan. 13 
*Golden Spike Awards 
Sponsored by Assn. of Railroad Adver 
tising Managers, 805 Transportation 
Bldg., Washington 6, D.C. For non-rail- 
road advertising of the past year that 
made the most outstanding contribution 
to a better understanding of the im- 
portance of railroad. Also for advertis- 
ing that promotes rail freight or pas- 
senger traffic. 
Closes Jan. 15 





JUSTOWRITER’ CUTS 
PRINTING COSTS 


Any typist becomes a 
skilled typesetter when 
she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 
paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


er eal - 
iT sin, atid eet 


Equipment like this is the 
first step to PractiMation... 
Automation so hand-in-hand 
with practicality there canbe 


no other word for it! 


= |rden 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 


December 1960 - aD > Il 





ISL VELE 3 
IN ANY QUANTITY 


Vertical 
Banners 


Give your sales message a 
new twist with outdoor ver- 
tical banners that fit any 
size pole or light standard. 
With or without re-usable 
hardware. 


Horizontal Banners 


Help your dealers cash in on national ad- 
vertising and promotion with outdoor ban- 
ners that identify their store as the place 
to buy. 


Ung 
Se) Wh 


Add your emblem and message to these out 
door display favorites. Cloth or plastic .. . 
in any color. Ask about the only pennants 
ever made that carry an unconditional 2- 
month guarantee against weather damage. 


@MUISIE|DMICIAIRIS 


Cloth Letter-Banners 


Display any message, for any occasion so it 
can be seen a country mile. Big 13” x 19” 
letters . . . in brilliant fluorescent or reg- 
ular colors. One banner or 1,000 shipped 
ready to put up 


WE HAVE STOCK DISPLAYS TOO! 


2 Our new 20-page catalog is 
Sar filled with stock outdoor dis- 
- Vie plays that can help sell prac 
Seem tically any product, service, 
campaign or idea. Write for 

your free copy today. 


THE PRATT POSTER CO. 
Printcraft Bidg. * Indianapolis 4, Ind. 


| Pratt 


ul 
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Public Interest Awards 
Sponsored by The Saturday Review, 25 
W. 45th St., N.Y. 36. Public interest or 
corporate image advertising. Send two 
proofs to William D. Patterson. 
Cleses Jan. 15 


Lithographic Awards 
Sponsored by Lithographers & Printers 
Natl. Assn., 597 Fifth Av., N.Y. 17. 
Lithographic quality, design and func- 
tional value in 48 classifications of ma- 
terials. 
Closes Jan. 16 


Music in Advertising 
Sponsored by American Music Confer- 
ence, c/o Philip Lesly Co., 100 W. Mon- 
roe St., Chicago 3. Ads which include 
musical themes to advertise a non- 

musical product. 
Closes Jan. 20 


Lecal Outdoor Awards 

Sponsored by Outdoor Advertising Assn., 
24 W. Erie St., Chicago 10. Local out- 
door advertising. Entries must be sub- 
mitted by members of the Outdoor Ad- 
vertising Assn. of America to Contest 
Chairman, Local Outdoor Advertising 
Contest. 

Closes Jan. 31 


ABP Advertising Awards 
Sponsored by The Associated Business 
Publications, 205 E. 42nd St., N.Y. 17. 
Advertising campaigns that appeared in 
business papers. 
Closes Jan. 31 


SP Gold Awards 
Sponsored by Natl. Retail Merchants 
Assn., 100 W. 3lst, N.Y. 1. Sales pro- 
motion campaigns on retail store level. 
Closes Jan. 31 


*Atias Advertising Award 
Sponsored by American Merchant Ma- 
rine Institute Inc., Bureau of Informa- 
tion, 11 Broadway, New York 4. Open 
to advertising which emphasizes the im- 
portance of the American Merchant 
Marine on an institutional level. Entries 
will be judged on impact, message con- 
tent, distribution and appearance. 
Closes Jan. 31 


FEBRUARY 


Public Interest Awards 
Sponsored by Natl. Safety Council, 425 
NV. Michigan Av., Chicago 11. Leader- 
ship, initiative and originality in pro- 
ducing mass media advertising with a 
safety theme. 
Closes Feb. 1 


Set-Up Box Awards 
Sponsored by Natl. Paper Box Mfrs. 
Assn., 1101 Liberty Trust Bldg., Phila- 
delphia 7. Design, construction and dis- 
play function. 
Closes Feb. 1 


Visual Presentations 
Sponsored by National Visual Presenta- 
tion Assn., 19 W. 44th St. N. Y. 36. 
Competition awards for best visual 
presentations. 
Closes Feb. 15 


Atlas Advertising Award 
Sponsored by American Merchant Ma- 
rine Institute Inc., 11 Broadway, N.Y. 
4. Mass media ads which mention the 
American Merchant Marine and its part 
in national defense and world trade. 
Closes Feb. 28 


MARCH 


Premium Plans 
Sponsored by Premium Industry Club, 
Rm. 1921, 333 N. Michigan Av., Chi- 
cago 1. Open to clients, counselors and 
creators of best premium plans _pro- 
duced during previous year in five sepa- 
rate categories. Entry blanks can be ob- 


tained after Jan. 1, 1961, from John M. 
Kumler, 201 N. Wells St., Chicago. 
Cleses March 20 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


*These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


JANUARY 


23-27 . . . Canadian Pulp & Paper Assn., 
(2280 Sun Life Bldg., Montreal), Queen 
Elizabeth, Montreal 


*27-29 . . . Women’s Advertising Clubs, 
Eastern Inter-City Conference, Warwick, 
Philadelphia 


FEBRUARY 


*1.... Advertising Federation of America, 
Statler-Hilton, Washington 


7-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av., N. Y. 17), Rein- 
forced Plastics Division Conf., Edgewater 
Beach, Chicago 


9-10 . . . Flexographic Technical Assn., 
(220 W. 42, N. Y. 36), Roosevelt, N. Y. 


10-12 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Marketing 
Conf., Drake, Chicago 


15-17 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Marketing 
Conf., Roosevelt. N. Y. 


19-22 . . . Nat'l. Electric Sign Assn., 
(10912 S. Western Av., Chi. 43), Bellevue- 
Stratford, Philadelphia 


21. . . Laminated Foil Mfrs’ Assn., 
(1002, Union Trust Bldg., Providence, 
R.1.), Yale Club, N. Y. 


MARCH 


1-7 .. . Advertising Specialty Natl. Assn., 
(1145 19th St., NW, Washington 6), Pal- 


mer House, Chicago 


2-6 .. . Advertising Specialty Guild Intl., 
(612 N. Michigan Av., Chicago 11), Con- 
rad Hilton, Chicago. 


5-11 . . . American Soc. of Photogram- 
metry, (1515 Mass Av., NW, Washington 
5), Shoreham, Washington 


8-10 .. . Gravure Tech. Assn., (30 Rocke- 
feller Plaza, N. Y.), Drake, Chicago 


12-16 . . . Master Photo Dealers & Fin- 
ishers Assn., (104 E. Michigan Av., Jack- 
son, Mich.), Conv. Hall, Philadelphia 


20-22 . . . Folding Paper Box Assn., 
(222 W. Adams, Chicago), Drake, Chi- 
cago 

*23-26 ; Westprint printing show, 
Shrine Exposition Hall, Los Angeles 


*26-29 . National Paper Trade Assn. 
Inc., Waldorf-Astoria, New York 


*26-30 National Business Publica- 
tions, El Mirador, Palm Springs, Cal. 


27-29 .. . Adv. Trades Institute, (135 E. 
39th St.. N. Y. 16), Biltmore, N.Y. 





* 


AY 
AGAIN 


it pays to 
start with 
a U.S.E. 


envelope 


Think of the envelope before your job is on the press. It’s so easy to 
plan with a standard U. S. E. Envelope that fits . . . and is available. Ask 
for a copy of the U. S. E. Envelope Selector Chart—70 standard styles, 
hundreds of sizes. Write Advertising and Sales Promotion Department— 


United States Envelope Company 


General Offices: Springfield 2, Mass. * 14 Divisions Coast to Coast i 


Plan your advertising with U.S.E. Envelopes. There is a style to suit in a size to fit. 
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What About 
Shelf 
Extenders ? 


They sell lots of merchandise and 
dealers will use them. But certain 
requirements must be met. 


The one shown below was very 
successful. In fact one of the ad- 
vertiser’s salesmen dropped by 
just to tell us how much the retail- 
ers liked it. 


The success of this display pro- 
gram was no accident. It was the 
result of a careful study of the 
problem by the advertiser and our 
design group. 


This display has no exposed 
sharp corners and does not extend 
out too far. Two positive clamps 
attach it securely to the shelf. 
These features minimize the pos- 
sibility of injuries to shoppers. 
The sign has three way visibility 
and the copy “This Week’s Fea- 
ture”’ enables the retailer to re-use 
the display for other specials. The 
amount of merchandise was right 
to insure fast turn-over. 


Retailers liked this attractive 
shelf extender, simply because it 
was designed to meet their re- 
quirements. Why not use our 
knowledge of these requirements 
on your next display program. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


Manutacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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READERS 


| Final Fund Results 


ie Upon reading your splendid edi- 
| torial feature, “Olympian Public 


Service” (see AR Sept. p. 23) we 
thought it would interest you to 
know that the fund raising cam- 
paign surpassed even our most op- 


| timistic predictions. 


In terms of response to the plea 


| for media support nationally, the 


campaign was a four-star success. 


| More than 500 newspapers, radio 
| and tv stations donated measurable 
| space and time valued at more than 
| $300,000. Unofficial reports indicate 
| this support actually exceeded a 


half-million dollars. In total dollars 
contributed to the U.S. Olympic 
Fund, the figure surpassed the $1.5 
million required to finance training, 
transportation and accommodations 
for the U.S. team in the 1960 sum- 
mer games at Rome. 

Surplus, unofficially estimated at 
several hundred thousand dollars— 
clearly indicating the success of this 
cooperative effort — will be applied 
to financing U.S. participation in the 
Pan-American and the Winter 
Olympic games. 

J. R. WItiiaMs 

Director of Public Relations, Er- 

win Wasey, Ruthrauff & Ryan Inc., 

Chicago 


Antique Paper Idea 


@ We enjoyed your article on An- 
tique Type (See AR, Sept., p. 67) 


| and will file the list of suppliers. 


However, our hearts bled for the 
admen called upon to “age” the 
sheets on which this type is used. 
There is a much simpler answer 


| than blow-torches, ironing or spill- 


ing beer over the sheets. The last 
idea could be the most fun. 

We were called on to solve just 
such a problem relative to a series 
of Civil War posters collected by 
our client, Creative Merchandisers. 


| There were eight posters in this 


series and we had to give them the 
appearance of being printed 100 
years ago. The copy was _ photo- 
graphed directly from originals in 
various historical collections. 

For the aging process, we started 
with a 60-lb. Crestline Ivory an- 
tique offset, then we had our artist 


| airbrush a border, darker along the 
| outside edges and the corners. This 


was made into a halftone which 
was lithographed in a brown ink- 
to match a typical historical poster. 

The results were as the sample 
enclosed. (See cut) We've seen 
many people pick up the sample 
very carefully, as though expecting 
it to crack and fall apart in their 
hands. 

SHELDON VAN BuREN 

Van Buren Offset Inc., Chicago 
(The results are indeed excellent 
and we strongly recommend this 
idea to you admen who are rapidly 
aging while antiquing. All that beer 
is hard on the system... Ed.) 


Desktop Projectors 


@ Desktop Projectors as your Au- 
gust cover article was “must” read- 
ing, since I work with Paul Ruede- 
mann of Technical Service Inc. 

This article as to form and con- 
tent is a natural. No doubt it’s the 
first intelligent, non-prejudiced buy- 
er’s guide to be published in this 
field. 

PARKER HOLDEN 
Detroit, Mich. 


Syndicated Salute 


® Congratulations on your fine cov- 
erage of the syndicated publication 
field (see AR, Oct., page 29). 

I think you laid the whole busi- 
ness on the line — the good and the 
bad. 

I think you did a great job. 

JoHN ANDREW 

President, Andrew Curran Co., 

Houston, Tex. 





WHAT'S NEW 
IN SALES 
PROMOTION 


Regional Seminars 
Off to Good Start 


The first Regional Sales Promo- 
tion Seminar, held by Chicago’s 
SPEA Chapter in cooperation with 
National SPEA, offered enough ex- 
citement, introspection, enthusiasm 
and information to those attending 
to insure many more meetings of 
this kind. 

Over 100 sales promotion men 
were registered by the time George 
Reich, Chairman of the Seminar 
Committee, gave the welcoming ad- 
dress and they listened eagerly to a 
day filled with ideas and successful 
case histories from some of the top 
sales promotion men in the country. 

Some of the speakers attempted 
to clarify some of the problems dog- 
ging the field and some of the not- 
able quotes — coming out of these 
speeches — typify the thinking 
going on presently by thoughtful 
leaders in this field. 


e Stephen Dietz, Vice President 
Kenyon & Eckhardt Inc., New York 
... “There is more confusion about 
the sales promotion function than 
there is understanding of it. Various 
attempts have been made to define 
it, most of them unsuccessful .. . 
the sales promotion man can create 
his own job. He can define it, be- 
cause he literally defines the limit of 
his own job by what he does . . . this 
man can fall into two different traps. 
One of them is that he can define 
his job narrowly, and he then winds 
up designing shelf talkers. . . . The 
other trap that he can fall into is 
trying to claim that sales promotion 
can do everything — trying to do 
too many things — claiming func- 
tional areas that properly belong 
and can be executed more econom- 
ically by either advertising or by a 
sales force . . . sales promotion acts 
as a catalyst to advertising in de- 
termining its effectiveness . . . To 
accomplish this, the sales promotion 
man must have management’s 
agreement on his objectives. He 
must have some status.” 


® Walter Stroud, Manager, Home 
Builder Prom., Home_ Building 
Prods. Div., Owens-Corning Fiber- 
glas, Toledo, O .. . “Sales promo- 
tion can be considered the lead pony 
that brings the bacon home or it can 
be thought of as unnecessary over- 
head .. . if we would think of all of 
our sales promotion pieces and plans 
in relation to the total marketing 
mix, which is the complete integra- 
tion of all facets of sales, advertis- 
ing, and sales promotion into one 
hard-hitting campaign designed to 
sell your products . . . then maybe 
we could be more effective with our 

place in the scheme of things.” 
Similar seminars are being con- 
sidered for Dallas, Milwaukee, Min- 
neapolis-St. Paul and Los Angeles. 
44 


New York Names 
First Award Winner 


Winner of the first seasonal award 
of the SPEA New York chapter is 
Morton B. Elliot, second vice presi- 
dent of the chapter and president of 
Creative Promotions. The prize: 
Dinner for two at the famous (and 
expensive) Four Seasons Restau- 
rant. 

Mr. Elliot’s campaign for Pepper- 
ell Fabrics to interest 85 work glove 
manufacturers in using Pepperell in 
their manufacture included an ac- 
tual 9x7x8 combination safe and 
three mailers sent out between Aug. 
29 and Sept. 13. When the complete 
three-number safe combination (one 
number to a mailing) was received 
and the safe was opened, a battery- 
operated alarm went off. 

Inside was a stack of “bills,” a 
“stock certificate” explaining the 
advertising and promotion, a swatch 
card, a sample work glove and a 
Pepperell paperweight. The paper- 
weight could be heard rattling 
around inside the safe whenever it 
was moved before it was opened, to 
add to the curiosity. 

The result? At this writing Pep- 
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What's Going 
to Happen 
in 1961? 


the ar 
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Almanac 
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will tell you 
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to advertising and sales 
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copies of the AR : 
: Sales Promotion Almanac for 1961. 


: I enclose 
: Name ... 
: Company 


3 Address 


December 1960 + G+ 15 





AMERICANS OF ABOVE 
AVERAGE INTELLIGENCE, 


CULTURE AND/OR INCOME 


No compiler can know everything 
but no one knows more than we 
do about their attitudes and apti- 
tudes, their activities and interests 
and how to locate and reach them 
at their Home Address. 


A.O.T.U. (available only through 
us) lists — all at Home Address 


150,000 Social Scientists 

200,000 Physical Scientists 

75,000 Art Appreciators 

125,000 Music Appreciators 

300,009 Twentieth Century Amer- 
ican Jews 

125,000 Civic Club Officers 

165,000 "Top" Executives 

300,000 High Income Prospects 

950,000 V.1.P.'s 

175,000 College Faculty 

800,000 College Students 

600,000 College Alumni 

75,000 Married Women Alumni 

200,000 Professionals 

300,000 CFI Americans (Com- 


merce, Finance Industry} 


They were such smash hits for all 
mailers who tested and reordered 
that we now offer for the first time 
1,000,000 
KIGHBROWS AND MIDDLEBROWS 
Residing in or near the 50 
Largest American Cities. 


Minimum Test Order 10,000 
Names Selected from 15 or 
more cities. Price $20.00 Per 
M (typewritten address) on 
Mailers Envelopes or Order 
Forms. 


Send for List of Cities, descriptive 
circular, and we will include a copy 
of our pamphlet listing and de- 
scribing the 5 Basic Sales Appeals 
“Self”, “Sex”, “Soul, “Snob”, 
“Stimulus” used in Successful Per- 
suasion by Mail Campaigns. 


Our Brokerage Department can lo- 
cate and obtain any mailing list 
available. Our Compilation Depart- 
ment can build a list to meet par- 
ticular specifications and needs. Our 
Research Department can advise on 
all lists for "Persuasion by Mail" 
campaigns. For information and 
prices, state your list problem as 
fully as possible. 


WRITE TO US AS LIST CONSULTANTS 


WALTER DREY, INC. 


257 Park Ave. South 
New York 10, N. Y. 
333 N. Michigan Ave. 
Chicago 1, Illinois 
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perell has two new glove manufac- 
turer accounts. This was a relatively 
expensive campaign, with a budget 
of $1,300 plus mailing costs. 

The chapter’s next award will be 
made to a chapter member for the 
period between Sept. 16 and Nov. 
30. 44 


San Francisco Learns 
About Wine Promotion 


Members and guests of the San 
Francisco chapter, SPEA, learned 
about the production and promotion 
of wine, right on the spot. The chap- 
ter’s September meeting was held 
at the Almaden Vineyards, Los 
Gatos, Cal., as the guests of Robert 
G. Gaines, Almaden’s sales promo- 
tion coordinator. 

Box lunches were served, ac- 
companied by champagne. After 
lunch the group toured the premises, 
and then settled down to a serious 
discussion of sales promotion prob- 
lems of vintners. This was accom- 
panied by practical illustrations, 
furnished by the hosts. a4 


New York University 
Offers S. P. Course 


One of the first college-level 
courses in sales promotion was 
offered by New York University’s 
Division of General Education, 
starting October 5. 

The 15-week course, meeting for 
15 consecutive Wednesday evenings, 
includes helping salesmen do a bet- 
ter selling job, stimulating retail 
advertising, obtaining p.o.p. display, 
planning the complete retail promo- 
tion, planning effective product 
promotion, using samples, deals, 
coupons, premiums and _ contests, 
reaching selected prospects through 
sales promotion, evaluating and pre- 
testing sales promotion, planning 
and budgeting for sales promotion, 
among other topics. 44 


Detroit Picks 
New Officers 


The Detroit chapter elected a new 
slate of officers, headed by Richard 
L. Shugg Jr., sales promotion man- 
ager, Dodge Div., Chrysler Corp., 
as president. 

The other officers serving with 
Mr. Shugg are Jack Macdonald, 
Hiram Walker & Co., first vice 
president; Frank E. Zimmerman, 
Ford Div., Ford Motor Co., second 


vice president; J. L. Barrie, Barrie 
Inc., treasurer; William R. Mansour, 
Sales Promotion Publishing Co., 
secretary. 44 


Norman Thomas Advises 
Crusade for ‘Truth’ 


Great dissenter Norman Thomas 
got no argument when he called for 
a return to truth in advertising be- 
fore a New York SPEA meeting, 
October 20. 

Though we like to think so, “it is 
not true ... that the public hungers 
for a drink from the wells of truth,” 
Mr. Thomas told the advertising ex- 
ecutives. Citing bad grammar in ad 
campaigns and the adman’s horror 
of the controversial, he challenged 
mass media to cast aside the over- 
important “image” and to project 
facts and ideas. 

The tremendous power of mass 
media reduced the past political 
campaign to a battle of images in- 
stead of issues, which required 
Presidential candidates to follow 
public opinion, rather than to mold 
it, he charged. 

Concluding with a return to his 
main theme, Mr. Thomas told the 
SPEA members to nourish the pub- 
lic with facts and reality, to “go 
beyond the notion that the public 
must not be irritated. It must be 
informed.” 44 


SPEA CHAPTER MEETINGS 
DURING DECEMBER 


Brussels, Belgium: Dec. 13, 11 a.m., 
Galeries du Centre, Bloc I]; G. 
Etienne, CBEM — “Research Needs 
of Sales Promotion” 


| 
Chicago: Dec. 28, 6 p.m.; CFAC, 3® | 


S. Wabash; R. F. Renspie, v-p., 
Coca-Cola Bottling Co. of Chicago 

“Planning Your Future Merchan- 
dising” 





Dallas-Ft. Worth: Dec. 12, 5:30 p.m., 
Sammy's Town House, 1516 Green- | 
ville, Dallas 


Los Angeles: Dec. 16, 11:30 am; 


Statler-Hilton 
Milwaukee: Dec. |, Knickerbocker 
Minneapolis-St. Paul: Dec. 6, eve. 


New York: Dec. 21, noon, Sheraton- 
East; Christmas Party 


Philadelphia: Dec. 15, eve., Benjamin 


Franklin 


San Francisco: Dec. 16, St. Francis; 
Annual Christmas Extravaganza. 





REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5c each; lots of 100 or more, 121/2¢ each. 


New This Month 


318 Selling Boxes by Boxes — by Allen Sommers 
An unusual direct mail campaign caught the eye with vivid demonstrations 
317 What Johnson's Wax Gives for Christmas — by William R. Gerier 
How one company gets full identification with Christmas specialties 
316 How Public Relations Can Increase Sales — by James 8B. Strenski 
A good p.r. program can make definite contributions to increased volume 
315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea instead of money to become the hit of the 


show 
314 How an Agency Picks Specialties — by Carl S. Averbach 
Esso offers its dealers a complete program of specialties 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 


A guide to help graphic arts buyers 
236 A Code of Ethics for Art 
The official code of ethical practices in buying art 


Miscellaneous 


301 A Basic Guide for Paper Buyers 
The Best of AR tells what the adman must know about paper 
296 How to Handle Inquiries Promptly and Personally 
A practical system for making the most of potential customers 
289 How to Move an Agency — by John K. Webster 
A quide for those who must go through this ordeal 
287 AR Editorial Index, 1959 
A subject index of all feature articles run during the year 
284 A Simple System for Traffic Control — by Richard V. Morrison 
An agency executive tells how they keep tabs on ad production 
The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
An Inside Look at Worthington’s Trademark Thinking 
A presentation for its own staff tells the story behind a new trademark 
An Expert Answers Your Questions about Trading Stamps 
AR interviews John W. Young, Eureka Specialty Printing Co 
Ten Rules for Believable Testimonials 
How to get the most value from a personal endorsement of your product 
Emblems — by Robert M. Marks 
A practical guide to the development of an emblem identification program 
Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts—a compilation of ten AR articles 
Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 


306 A Basic Guide to Packaging 
What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
294 How Design Unified a Product Line 
New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 
A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 
A report on a carefully-controlled test which measured effects of multiple packing 


Photography 


302 A Basic Guide for Bettor Advertising Photos 
How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 
A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 
How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most ovt of photographs for reproduction purposes 


Point-of-Purchase 


310 What Makes Good P.O.P, Advertising 
A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Oponed its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 Hew te Merchandise ROP Color — by Mark Cox 
How Wilson & Co. uses its full-color newspaper ads 
252 Whet's in the Future for Point-of-Purchase? — by Les Gallogher 
An adman reports the effects of the changing market place on p.o.p. 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 


Premiums 


312 Do’s and Don'ts for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 


— by William S. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


311 Hew to Save on Your Printing Bills 
65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 
The Best of AR feature includes more than 300 one-line specimens 
249 The Advantages of Letterpress & Offset 
A debate in print shedding light on the selection of the best printing process 
235 Let’s Get Tegether on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann 


(50c) 
A five-part outline of a practical system for saving 10% on your printing bills 
105 Let’s Swap ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problems of the tv commercial 
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The total effectiveness 
of your Direct Mail 
campaign — in dollars 
and cents — will be re- 
flected by the type 
and quality of the lists 
you choose. 


And those who are ac- 
quainted with mailing 
lists know that year 
after year acceptance 
of lists does not come 
by pure chance. Ac- 
cepted lists, like those 
built and maintained 
by McGraw-Hill, hold 
their top-ranking 
places by results 
alone. 


To get full information 
on the most accurate 
and up-to-date indus- 
trial mailing lists avail- 
able anywhere, write 
to: 


WN ae 
DIRECT MAIL 
MATELY 


330 West 42nd St. 
New York 36,N.Y. 
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© Creative Selling, by Charles F. 
Lohse; Charles Scribner’s Sons, New 
York, 212 pages, $4.95 . . . This book 
is about the money man of the hour, 
the “creative salesman,” and for 
those salesmen who would like to 
follow in his steps. 

Through a clear focusing on the 
same creative techniques used by 
writers and artists, the field of sell- 
ing is lifted out of the old plodding 
and gimmick routine. While imagina- 
tion, imagery and drama play a 
heavy part in the author’s concep- 
tion of creative selling, we were 
glad to see that he still emphasizes 
proven selling principles which must, 
after all, be considered fundamen- 
tal. 

This is not only a guidebook for 
the young salesman, but a good re- 
fresher course for the older sales- 
man caught in the slough of day- 
to-day sales weariness. B.M 


@ The Strategy of Desire, by Ernest 
Dichter; Doubleday and Co., Gar- 
den City, N.Y., 314 pages, $3.95... 
Dr. Dichter’s answer to Vance Pack- 
ard’s “Hidden Persuaders” is sim- 
ply that they are not in hiding at 
all. To the contrary, he contends 
that motivational research, as a 
legitimate social science, has noth- 
ing of which to be ashamed, and 
much to which it can point with 
pride. 

Much of his book is devoted to an 
exceedingly complete step-by-step 
explanation of the scientific pro- 
cedures which measure motivation. 
And as a key to man’s understand- 
ing of himself, this method, like any 
tool for psychological measurement, 
assumes some importance. 

However, it is not with the meth- 
od, particularly, but with the use 
to which these discoveries are put, 
that the reader may well find fault. 
Whether the unconscious manipu- 
lation of human desires is exploita- 
tion of human frailty or progress 
for human good, is a question still 
at issue. 

Where Mr. Packard cried “foul,” 
Dr. Dichter sees only a fair future. 
Brushing commercialism aside, his 
message is inspirational: Motivation- 


al research can sell society on the 
good life by discovering the most 
effective paths to human communi- 
cation and education. To the State 
Department, the author suggests 
that the solution to world under- 
standing lies in the employment of 
M-R techniques to sell America 
like aspirin, capitalism like cig- 
arets, and the Bill of Rights like 
a bill of goods. 

It is interesting to note, however, 
that there is no discernible differ- 
ence between the high hopes that 
Dr. Dichter has for motivational 
research, and those that psychology 
has been working toward ever 
since Freud. It seems that merely 
the emphasis has been altered. T.K.F. 


© The Secret of Being a Somebody, 
by Fred Manchee; Thomas Nelson 
& Sons, New York, 245 pages, $3.95 
... The secret of being a somebody 
having been curiously well-kept for 
so long makes it most comforting to 
find Mr. Manchee revealing that it’s 
as simple as taking your A.Q. 
(Acuteness Quotient). Actually, the 
book he has written fits rather un- 
comfortably into the “self-help” 
category, more a pleasant little vol- 
ume of anecdotes than a clear-cut 
path to somebodyism. 

Each chapter deals with one of 
the six components of a high A.Q.: 
resourcefulness, intuition, thought- 
fulness, apprehension, zeal, and 
luck. These elusive qualities are 
illumined through pleasant anec- 
dotes about people who are lucky 
enough to have them, and are sup- 
plemented with self-quizzes—“Do 
you consider yourself good at sub- 
terfuge?”—and helpful suggestions 
at the end of each section. Recom- 
mended mofe for fun than profit. 

For what & ts worth, Mr. Manchee 
is an ex-advertising executive, hav- 
ing recently retired from BBDO, 
where he ended up 32 years in the 
office of treasurer. T.K.F. 


@ Idea-Tracking, by Frank Alex- 
ander Armstrong; Criterion Books, 
New York, 146 pages, $4.95 . . . The 
process of creativity is a baffling one, 
and few creative people are able 
to tell just how they go about get- 
ting new ideas. But because it is 
a baffling one—and an important 
one—many creative people have 
felt the urge and the necessity of 
putting down on paper a system, 
and Mr. Armstrong is no exception. 
President of Communications Affil- 
iates Inc., one of the many sub- 
sidiaries of McCann-Erickson, he 
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Frontiers will continue to yield to men of vision with 
the compulsion to push beyond — and never mind 
the obstacles. Today the graphic arts industry reflects 
the pioneering of such men in achieving smashing 
visual impact. In all cases, impact is heightened by 
selecting the right printing papers, a skill at which 
your Oxford merchant excels. Immediately available 
through him is the full line of Oxford coated text and 
matching cover papers. They are an exceptional 
value and suited to all printing and budget needs. 


Oxford North Star Papers, pride of the line, are a new 
family of trailing-blade-coated papers, in themselves 
representing new frontiers in levelness, polish and 
affinity for inks. The superiority of North Star among 
coated papers can be demonstrated for you by your 
nearby Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17, New York. 
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las developed a five-step plan for 
the creative solution of sales and 
business problems. He believes it 
has worked for him and for many 
of his co-workers who have adopted 
his system. 

It involves five steps: assessing 
the situation, defining the problem, 
use of the subconscious in crea- 
tivity, the idea-producing session; 
selecting the best idea. Follow each 
of these steps, says the author, and 
you are bound to be creative. But 
the cynical observer asks if you 
have to be creative first, before you 
can go through each of these five 
steps. 

There is a great deal of validity 
in Mr. Armstrong’s approach, and 
making a conscious effort to be 
systematic in this way is bound to 
be a help. Reading his clearly-writ- 
ten text, the beginner may be 
guided towards a more rational ap- 
proach, towards less time-wasting 
floundering around. Of especial in- 
terest are the practical problems 
taken from Mr. Armstrong’s ex- 
perience, which he uses as vivid ex- 
amples. R.B.K. 


e The Print, by Adele Lewis, Ber- 
tram Goodman, Harold Toledo; 
Adele Lewis Studios, 8 W. 13th St., 
New York, 32 pages, $2 ...A find 
for the artist’s private library, this 
book stresses the experimental artis- 
tic side of print-making rather than 
the commercial aspects. 

In clear-cut language, the authors 
take the readers through the steps 
of making the original woodcut, 
etching, lithograph, serigraph or the 
experimental print. The steps are 
easy to follow and the artist or 
student owning this book will con- 
sider it a valuable addition to his 
private library. B.M. 


e Taken at the Flood, by John 
Gunther; Harper & Brothers, New 
York, 368 pages, $5 . . . This biog- 
raphy of Albert D. Lasker should 
be of interest to everybody who is 
working with or influenced by ad- 
vertising. Mr. Lasker, who spent 
44 years with Lord & Thomas, is 
reputed to have taken out of the 
business something like $45,000,000, 
and is probably the last person who 
will ever accumulate such a for- 
tune through the sale of brain- 
power. 

But as great as his contribution to 
modern advertising — and there is 
no doubting the influence he has had 
— of even greater interest is his 
ability to grow more mature and yet 
to stay young at the same time. In 


his sixties, Mr. Lasker suddenly de- 
cided to retire, and to leave his 
life-long occupation, to dissolve his 
company. A new agency arose— 
Foote, Cone and Belding — which 
has carried on many of the prac- 
tices and the integrity of its pre- 
decessor, but a new Lasker also 
arose. 

The new Albert Lasker devoted 
the closing years of his life to a 
variety of causes and interests: art, 
medical research, theater, politics. 
From a life-long Republican and a 
supporter of Landon and Knox in 
1936, from an ardent isolationist, 
he became an equally ardent back- 
er of FDR and of international co- 
operation. It is interesting to learn 
that one can absorb new positions 
after a lifetime. R.B.K. 


© Rights and Writers, by Harriet 
Pilpel and Theodora Zavin; E. P. 
Dutton & Co., New York, 384 pages, 
$7.50 . . . For the adman who gets 
lost in the “notwithstandings” and 
“howsoevers” that abound in the 
jargon of literary law, this book 
provides an easy pathway through 
the maze. Writing cogent, and re- 
markably readable, lay prose, Har- 
riet Pilpel and Theodora Zavin have 
constructed a broad, if simplified, 
outline of the laws relating to copy- 
right, libel, contracts, etc. 

Largely, the book is a reprinted 
collection of Harriet Pilpel’s “But 
Can You Do That?” column that has 
appeared in Publishers’ Weekly 
since 1955. Each section begins with 
a general discussion of a particular 
aspect of the law, with actual case 
histories following as examples. 
Equipped with its excellent index, 
advertisers and p.r. men can easily 
find cases relating to ad copyrights 
and the protection of ideas. And the 
chapters on contracts and censor- 
ship make it important for any 
free-lancer. T.K.F. 


e Photo-Offset Fundamentals, by 
John E. Cogoli; McKnight & Mc- 
Knight Publishing Co., Blooming- 
ton, IIl., 209 pages, $4.80... This isa 
textbook approach to the process 
and it starts with an explanation of 
the chemical fact, “grease and water 
do not mix,” and goes through to an 
explanation of how factors of hu- 
midity can create problems in plate- 
making, press operation, drying of 
inks, static electricity and stretch- 
ing and shrinking of paper stock. 
Everything you would want to 
know about this process of printing. 
E.S. 
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NEW.. BINDER FINDER 


FOR 
BETTER 
SALES 
PROMOTION 


This new Cesco catalog is the first 
place to look when you need binders 
for advertising and sales promotion 
material. 


Thumb through 
these pages and 
you'll find dozens 
of ways to show 
and tell a selling 
story to customers. 

You'll see the 
famous Bar-Loc 
Binder, right, that 
lies flat no matter where you open it. 

You'll see Vu-Ad Ring Binders like 

the one on the left 
—that open and 
close at a touch— 
and really lie flat. 

And you can 
shop through a 
wide range of prong 
binders, presenta- 
tion covers, and dis- 
play covers. 

This Cesco catalog is a reference 
must for artists, admen, and sales ex- 
ecutives. Make sure you have your own 
personal copy always handy for ready 
reference. Mail this coupon today. 


Please send me a copy of “Catalog and 
Advertising Covers for Better Sales Promo- 
tion.” 

Name . 

Title 

Company 


Address .. 
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= YAWMAN & ERBE 
Cy C. E. Sheppard Co. Div. 


44-19 21st Street, Long Island City 1, New York 
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THIS IS AN ELECTROTYPER 


(last year’s model) 


The old model worked pretty well, too! 

Took in ads after they’d been OK’d. Cranked out 
electros and mats without bothering anybody much. 
Got them out on time. 

So simple and automatic you could almost forget 
there were people involved. 

Of course, that was before plastic newspaper plates— 
before R.O.P. color mats— before thermo-setting plastic 
magazine plates—before four-color Atlantictypes. (In- 
cidentally, if you haven’t been using these etchable, 
solid copper Rapid Atlantictypes, you’ve been paying 


THE RAPID 


711 FIFTH AVENUE 


DIVISION OF 


Repld Electrotype Co. 
449 Statler Building 
Boston 16, Mass. 
HAncock 6-9665 


Rapid Dectrotype Co. 
12) West Wacker Dr. 
Chicago, Ill. 
DEarborn 2-2016 


Rapid Electrotype Co. 
McMicken at Race Ave. 
Cincinnati 14, Ohio 
PArkway 1-3577 


25% to 30% more than you should for duplicate 
original plates! ) 

Somehow, in pioneering development of a full line 
of duplicate printing materials, Rapid and its divisions 
have made the “‘electrotyping”’ business a little more 
complicated than just a mechanical operation. 

We’re not a simple “‘electrotyper’”’ any more. We’re 
just as dependable, many times bigger, much more 
capable of serving you with better products. 


And our people can be a lot more helpful to you. 
Ask them! 


ELECTROTYPE CO. 


NEW YORK 22, N. Y. 


RAPID-AMERICAN CORP. 


Northern Electrotype Co. 
41 Burroughs Ave. 
Detroit 2, Michigan 
TRinity 5-6780 


Atlantic Electrotype 
& Stereotype Co. 
228 East 45th St. 
New York 17, N. Y. 
MUrray Hill 7-0900 


Rapid Electrotype Co. 
955 Front St. 

San Francisco 17, Calif. 
DOuglas 2-8427 


Bosid Electrotype Co. 
243 North Juniper St. 
Philadelphia 7, Penn. 
LOcust 3-5902 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.O.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 
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Your personality is important, 
especially when you have to get 
on your feet to make a presen- 
tation, as all of us do. Here are 
some suggestions to consider. 


By John James 


“I do not like thee, Mr. Fell. 

The reason why I cannot tell, 

But this I know and know full 
well: 

I ao not like thee, Mr. Fell.” 


This old nursery rhyme expresses 
a basic reason why many sales and 
business presentations fail. Simply 
because someone says to himself, 
either consciously or subconscious- 
ly: “I do not like thee, Mr. Fell.” 

Many a new business solicitation 
is a dud, many a man doesn’t get the 
job he wanted, or many an idea is 
not accepted by the plans board, 
because of a personality trait, man- 
nerism, or attitude that rubbed 
someone in the audience’ the 
‘wrong way. Quite often the dislike 


POPULAR 


stems from a simple thing—an un- 
conscious action that either dis- 
tracts or annoys. 


> Recently a new business presenta- 
tion, that looked like a sure thing, 
failed. The potential account went 
elsewhere. What happened? 

In cheeking later, it was found 
that the principal speaker whirled 
a key chain like an airplane pro- 
peller throughout his summation. 
It was a nervous habit accepted by 
all who knew him. But one of the 
prospects remarked: “I didn’t hear 
a word he said. I was fascinated 
by that key chain and expected to 
see him take off across the room.” 

He was distracted. He didn’t hear 
a word the speaker said. Under 
those circumstances, how could the 
presentation succeed? 

Some comments on other sales 
casualties were along a_ similar 
vein. 


e “He had a knack of making other 
people feel inferior.” 


e “Too oratorical. He was selling 
too hard. Made me suspicious.” 


© “Couldn’t warm up to him.” 


e 


e “He had so much trouble with 
his props that we become confused 
and missed his points.” 


No earth-shaking reason ex- 
pressed here. Nothing startlingly 
new. Just simple, forgotten things 
that could be easily corrected. Yet 
they make the difference between 
like and dislike, between success 
and failure. 

Before your next meeting or pres- 
entation, whether the audience be 
few or many, check yourself for 
the following traits or mannerisms 
which have been found to cause a 
negative audience reaction. 


® Do you orate? . . . Unless you’re 
a spell-binder or a political stump 
speaker, don’t. Talk conversation- 
ally, with the same shirt-sleeve 
naturalness of voice that you’d use 
chatting with a neighbor. 

In your desire to avoid oratory, 
don’t overshoot your goal and talk 
with indifference. Talk earnestly. 
Get into your voice, right along 
with freedom from affectation, a 
quality of deep earnestness that 
conveys to your audience the un- 
mistakable impression that you be- 
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li.ve what you say. That you be- 
lieve it to be true. That you believe 
it to be important. 


© Do you talk too fast or too slow? 
. .. Nine out of ten men do not talk 
too rapidly. But check yourself and 
if you are the tenth man... slow 
down. 

Most men talk too slow . . . They 
block thought traffic with a slug- 
gishness of delivery that soon be- 
comes exasperating. They’re Sun- 
day-drivers on the road to under- 
standing. And this becomes es- 
pecially exasperating when a lot of 
“ers” and “uhs” are sandwiched 
' to the overlong pauses between 
words. If you were on the receiving 
end of such a delivery, you, too, 
would be annoyed. You’d turn your 
thoughts into the first cross-road 
and leave the snail-paced speaker 
behind. 


© Do you mumble or talk too soft- 
ly? .. . You can’t be understood if 
you can’t be heard. So speak up. 


Talk loudly and clearly enough to 
be heard without effort. No poten- 
tial customer likes to “pay” any- 


thing . . . not even attention. 

© How do you use your eyes? ... 
Do you evade? Steal only shifty, 
half-glances? Wander? Fidget? 
These things generate audience 
dislikes. 

Use your eyes instead to contact 
and hold your audience. Look di- 
rectly at your audience. Look alert. 
Look interested. 


© What about your posture? ‘ 
If you are sitting, sit up and lean 
forward slightly into your presen- 
tation instead of sagging backward 
away from it. If you are standing, 
don’t slouch or drape yourself over 
a support. This laxness of manner 
is distasteful for several - reasons. 
It’s a form of unalertness. It’s not 
flattering to the audience’s sense of 
importance. And it makes you look 
so comfortable that it seems you’re 
going to talk too long. 

Another offensive posture man- 
nerism is displayed by the rocker- 
teeterer. When sitting, he tilts his 
chair back onto its hind legs and 
then swings back and forth rhythmi- 
cally. When standing, he sways from 
side to side as if he were on the 
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deck of a ship, or he rocks back 
and forth on his toes and heels. 


© How do you use your hands? ... 
Instead of pocketing your hands in 
dead storage, keep them in the open 
and use them. Use them to make 
sincere, unostentatious gestures of 
emphasis from time to time. Use 
them to point out significant details 
in charts, photos, or diagrams. Use 
them to operate sample props, to 
perform demonstrations. Use them 
to indicate size, directions, relation- 
ships. Use your hands in a positive 
manner to emphasize the points of 
your talk. 

But avoid all meaningless uses of 
the hands. Audiences dislike the 
finger-fidgeter who clenches and 
unclenches his fingers as he talks. 
They dislike the knuckle-cracker 
even more. They dislike the speaker 
who counts invisible change with 
his thumb and forefinger and the 
one who shoots imaginary marbles. 

Then there’s the clothing adjust- 
er, who is constantly buttoning and 
unbuttoning his coat, pulling down 
his cuff, or changing the set of his 
necktie. And the anatomy tester, 
who repeatedly feels his beard, rubs 
the side of his nose, or probes the 
contour of his Adam’s apple. The 
orchestra percussion man, who 
either knocks on the table, podiurn 
or desk with his knuckles, or drums 
on them with his fingers. And last 
but not least, the twister-twirler, 
who twists a paper clip into in- 
triguing new shapes, or twirls his 
spectacles or a key chain. 

These things generate audience 
dislike because they distract, be- 
cause they annoy, and because they 
infer that the speaker is so superior 
to the audience that he is almost 
bored with them. 


© How do you show your props? 
. The hands also play an im- 
portant part in the way you show 


your props. Be thoroughly fa- 
miliar with what you are going to 
do. Practice your demonstrations 
until they become natural. Simplify 
your props so that they are easy to 
use. Set up well in advance so that 
you know where they are. Get them 
in order so that you won’t have to 
fumble for them. And if something 
should go wrong... as it often will 
. . . don’t stop to remedy it while 
your audience waits and _ fidgets, 
but casually go on to other matters. 

The use of props also involves 
some showmanship. Don’t disclose 
a distracting jumble of several ex- 
hibits all at once. Instead, display 
your exhibits one at a time. Bring 
each “on stage” cleanly and sharply 
so that the spotlight of audience at- 
tention falls upon it and it only. 
Then, after that exhibit has served 
its purpose, get it “off stage” as 
cleanly as you brought it on. Don’t 
let it compete for the attention spot- 
light when you bring on your next 
display. 


In presenting your props, your 
showmanship should not get too 
“showy.” Bring on each successive 
prop with unassuming casualness. 
Being overdramatic, like being 
oratorical, is another factor that 
adds to audience distaste. 


> These are simple things. But they 
are tremendous trifles. They make 
the difference between success and 
failure. 

In your next presentation, check 
yourself to avoid those traits which 
could cause an audience reaction of 
“I do not like thee, Mr. Fell.” In- 
stead, condition your audience, your 
prospect, or your customer to feel, 
either consciously or subconscious- 
ly, that “I like you.” And since you 
are a part of whatever you sell, 
the gap remaining between “I like 
you” ‘and “I buy it” can be easily 
bridged. 44 





Westinghouse, again this year, was an important sponsor of the 
political campaigns, starting with the conventions, but it did not 
let its sponsorship sell goods without the help of promotion. 


By J. Gilbert Baird 

Sales Promotion Manager 
Consumer Products Division 
Westinghouse Corp. 
Mansfield, Ohio 


There have been some pretty ex- 
citing things presented on television, 
usually under the title of “Spec- 
tacular” or “Special,” but nothing 
can quite match an event that comes 
up every four years called “The 
Presidential Election Year.” 

Just think .. . it starts with two 
conventions—each with a cast of 
thousands. It continues through the 
fall and the excitement grows white 
hot up to the biggest cliffhanger of 
them all—Election Night. 

Since we at Westinghouse have 
been exclusive sponsors of the CBS 
coverage of this event in 1952 and 
1956—and since we were happy 
with these experiences—it was only 
natural that we should be back 
again in 1960. Our company looks 
on these convention year sponsor- 
ships as a genuine public service. 
But at the same time, our Con- 
sumer Product Division looks on 


This article is adapted from a speech given 
before the New York chapter of the Sales 
Promotion Executives Assn. 


these events as a golden oppor- 
tunity for a real merchandising ac- 
tivity. Our dealers like to be identi- 
fied with an activity that is a very 
real contribution to the political ed- 
ucation of the country—but they are 
not the least bit adverse to the con- 
version of that admiration into hard 
cash on the retail floor. 


> There are three parts to our radio 
and television activity. 


1. The Political Conventions; 
2. The Campaign; 
3. Election Night. 


For background, let me tell you 
that in major appliances and tele- 
vision, we have some 60 distributors 
and about 10,000 dealers of varying 
degrees of effectiveness. In portable 
appliances and radio we have 500 
distributors and 50,000 dealers of 
various kinds. And in lamps... 
well, the number of outlets is fan- 
tastic. 

While each product group has its 
own merchandising activity, I will 
describe only the major appliance 
division. 


> Here the initial effort was, of 
course, around the two conventions. 


We came up with a major appli- 
ance sales campaign theme: “The 
Westinghouse People’s Choice Sale.” 

Sixty days before the conventions, 
or in the first part of May, we had 
a meeting at our headquarters in 
Columbus, Ohio, with the sales pro- 
motion managers of our sixty dis- 
tributors. 

We presented and reviewed in de- 
tail a “Distributor Executive Cam- 
paign Memo.” This was a 24-page 
mimeographed booklet, giving full 
details of our commercial schedule 
for the conventions and the mer- 
chandising plans for the distributor 
and the dealer. 


> The sales promotion managers 
then returned to their own offices 
and held meetings with all of their 
salesmen. For the salesmen’s use, 
we produced a portfolio that con- 
tained the whole story of the mer- 
chandising and promotion plans. 
The first spread of the portfolio 
points out that this is the third spon- 
sorship of the conventions, and tells 
how this sponsorship can be turned 
into a big selling event for the re- 
tailer, with special products and 
prices, a brand new line of laundry 
equipment, and all the advertising, 
promotion, and display material 
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Girls and Fun . . . Frankie Fontaine and 
assistants make a point in the show for 
distributors held in Columbus. 


needed to put the dealer in the pro- 
gram. 

In another spread, we announced 
a traffic builder at the retail level, 
an Ice Tray Special . a $2.95 
value to be sold at 97¢. Our dealers, 
as well as the public, like special 
deals, so we announced a convention 
special in each of our major appli- 
ance lines. 

We built a newsprint flyer that 
was completely flexible, permitting 
the dealer to feature the specific 
products he chose, and at the prices 
necessary to meet the local condi- 
tions. 


> For example, in refrigeration, the 
spread showed four models, one 
featured large and three smaller, 
but there was a choice of twenty 
models in the line, and endless 
changes in local pricings. With all 
the product combinations on all the 
lines, we wound up with 1,756 dif- 
ferent printing orders. 

And our dealers liked it. They 
were priced at $20 a thousand, in- 
cluding the dealer imprint, his own 


product and pricing selection and 
delivered to the dealer’s store. They 
liked it so well that we sold 4,200,000 
of these newsprint flyers. 

We also ran two large advertise- 
ments in what we considered key 
cities. One was a full line advertise- 
ment and the other featured laundry 
equipment. Both ads had a “Peoples 
Choice Sale” masthead. 


> In addition, we prepared: 


® typical dealers’ ads, all using the 
campaign theme artwork and all 
featuring the ice cube tray as a 
traffic builder; 


® scripts for 
radio spots; 


local television and 


© an order form, the last piece in 
the pocket of the portfolio, that was 
also a checklist showing national 
advertising for July, recommended 
local tie-ins, point-of-sale promo- 
tions and the merchandise back-up 
stock needed. 


In addition, during this period we 
ran magazine advertising on the 
products featured in the commer- 
cials, although they did not use the 
“People’s Choice” theme. These ads 
gave plus power to the whole pro- 
gram. 


> A spread in the portfolio told 
about all of the display material 
that was available. A package that 
included product display cards, con- 
vention-type mobiles, wall banners, 
product tags, bunting, campaign 
buttons for the salesmen, and, of 
course, balloons. 


® We sold 5,200 of these packages. 


® We sold 3,500 additional packages 
of the crepe bunting. 


© We put a separate price tag on 
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Get on the Bandwagon . . 
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. Dealers were offered a variety of point-of-purchase materials 


to tie in with this promotion. They included envelope stuffers and window streamers. 
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the balloons=Sand we sold half a 
million. 


In our portfolio, we told the deal- 
ers that they should all be ready to 
go with displays, advertising, prod- 
uct—everything—by the week be- 
fore the Democratic convention, the 
week of July 5. 

And just so the dealers wouldn’t 
forget, we mailed a series of weekly 
jumbo cards—each one a reminder 
on one of the seven features of the 
plan. 


> Even though this merchandising 
project was launched 60 days ahead 
of the Democratic convention—and 
the weekly mailing cards started 5 
weeks ahead of the conventions— 
we decided that wasn’t enough, that 
the program should be re-stimu- 
lated to keep up the excitement. 

So 30 days before the Democrats 
met in convention, we brought all of 
our distributor executives and sales- 
men into a meeting at our plant in 
Columbus. 

We called this meeting, and the 30 
days before the conventions, “Op- 
eration Clobber.” 

We built a contest by dividing the 
country in two sections. When the 
men arrived they were lined up in 
front of the plant in two armies... 
the Blue Army and the Gray Army. 
This lining up was very well han- 
dled by one of our men who had al- 
ways wanted to be a top sergeant. 
We even had the use of a tank, not 
as a threat, but the result of some 
very fine cooperation with the Ohio 
National Guard. 

When the meeting started, the 
salesmen were very happy to find 
that some of the soldiers in this 
man’s army were girls. They also 
were happy to find a very funny 
Private First Class—Frankie Fon- 
taine, the entertainer. 


>» At the end of a full day’s program 
we presented as a surprise guest the 
anchor man of the CBS convention 
coverage, Walter Cronkite, who gave 
a behind-the-scenes account of the 
coming conventions. 

In the grand finale of the show, 
we filled the stage with our cast, the 
headquarters personnel, and all of 
the balloons, banners, displays and 
materials that went into the dealer 
presentation packages. 


> With activity just like this, just 30 
days before the Democrats met, 
some might say that we had pulled 
out all possible stops. But we came 
up with one more. This one we 
called “Operation Ready.” 

On the night of July 8, every one 
of the 650 Westinghouse major ap- 





pliance distributor _ salesmen 
throughout the United States was 
instructed to phone the “Ready 
Room” at Columbus, with a com- 
plete report on the tie-in activities 
of every one of his dealers. The 
salesman was instructed to make 
this call from one of his dealers. 

In the Ready Room, a group of 
management people sat at reporting 
desks, and took the salesman’s re- 
port. Such top executives as John 
Craig, vice president, major appli- 
ances division, took phone calls 
starting at 6 p.m. and stayed glued 
to those telephones until the final 
reports came in from all 50 states at 
1 a.m. 

On a large toteboard, every sales- 
man was listed by name and his re- 
port was posted showing the num- 
ber of dealers tieing in, his percent 
of sales quota, the number of “Peo- 
ple’s Choice Specials” that were dis- 
played by his dealers, how much 
backing-up stock they had on hand, 
whether or not they had their dis- 
plays up, the ice trays available, 
and their advertising scheduled. It 
also showed how many sales train- 
ing meetings had been held and how 
many dealers had displayed the full 
line of product. 

Our toteboard, located on the 
stage of the auditorium, measured 
50x12’, and showed every distribu- 
tor in the 50 states and listed every 
one of the 650 salesmen by name. 

When the Ready Room closed up 
that early Saturday morning, we 
had visual evidence that a great job 
had been done in getting most of 
the 10,000 dealers ready to mer- 
chandise our sponsorship of the con- 
ventions which started the follow- 
ing Monday. 


> Surely this was an expensive and 
an exhausting program. But let’s 


Straw Vote 

Window streamers and 
ballot boxes were 
part of this 

promotion package. 


face it, it was just phase one in a 
three-part television and radio pro- 
gram that was costing our company 
some $6,000,000. And, of course, that 
figure does not include the promo- 
tion materials and the print adver- 
tising that supported the Demo- 
cratic and Republican conventions. 

The plan book cost $25,000, the 
display materials cost $40,000 (we 
did recover most of that), the teaser 
mailings cost $10,000, the two key 
city mewspaper ads cost about 
$230,000. Special market develop- 
ment funds that were made avail- 
able to support local cooperative 
advertising amounted to another 
$295,000. The introductory adver- 
tisement for the 1961 laundry line 
that appeared in The Saturday Eve- 
ning Post during the Republican 
convention cost another $40,000. 
You put all of that together and you 
find it adds up to just about $645,- 
000. That’s a lot of money concen- 
trated in an activity for just July. 

As expected, during the weeks 
of July 1 and July 25, the conven- 
tions took place. And as scheduled, 
a girl named Betty Furness ap- 
peared on tv at intervals and told 
the people of America about those 
Westinghouse People’s Choice Spe- 


UNIQUE, NEW DISPLAY PACKAGE 


Dealer Announcement . 


. . This spread from a colorful portfolio prepared for dealers 


showed exactly what the display package for ‘‘People’s Choice’’ promotion contained. 
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cials that were available at their 
Westinghouse dealer stores. 


> When the dust had settled, the 
delegates had returned to their 
homes, the tv sets turned off, we 
were able to look at the results. 


® We had estimated that our spon- 
sorship would be viewed by 62,000,- 
000 people. When the ratings came 
in, we found that our sponsorship 
was viewed by more than 85,000,000. 


@ When the Gallup-Robinson 
studies came in, and those people 
had been asked if they remembered 
the name of the sponsor, we had an- 
other very pleasant report. The 
score was 83%. I haven’t figured out 
83% of 85,000,000—but it’s a bunch. 


e There were many by-products 
such as the Peter Arno cartoon 
from The New Yorker with the 
caption “Relax, Senator—they’ve 
switched to Betty Furness.” 


e As far as specific merchandise 
sales are concerned, it’s pretty dif- 
ficult to make comparisons by num- 
ber of pieces. During the period 
(and at the present time), the ma- 
jor appliance market is what we 
in the trade call “soft.” Or in other 
words, “lousy.” For a measure, we 
looked at our share of the market, 
our share of the going business. We 
based this on two appliances where 
this information is available 
laundromats and refrigerators. We 
used May as the base month and 
we found that in retail sales in 
June, our laundromat sales were up 
8% and refrigerators up 1%. In 
July, with the impact of the con- 
ventions, laundromats went up 
1744% over May and refrigerators 
were up 21% over May. 


> This phase of merchandising ac- 
tivity took us up through the July 
conventions. In August, we did not 
have any special program because 
we expected the momentum of the 
conventions to carry through the 
month. 


Our next 


phase covered the 
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period of September and October, 
part two of our political coverage 
plan, and election night, which was 
part three. 

Our weekly series of half-hour 
television and radio programs dur- 
ing part two was called “Presiden- 
tial Countdown.” It began on Sept. 
12 with Walter Cronkite interview- 
ing Mr. Nixon and was followed 
with interviews with Sen. Kennedy, 
Sen. Johnson and Mr. Lodge. 

We came up with separate mer- 
chandising plans for this period. 

During late July and early Au- 
gust, five teams of headquarters’ 
men held meetings with all of the 
distributor executives in our 60 
distributor locations throughout the 
country. These were “shirt sleeves” 
sessions. 

They presented a 40-page mimeo- 
graphed outline that was a distribu- 
tor guide to a fall program built 
around major appliance “Band- 
wagon Bonus Specials.” This out- 
line was for planning purposes. 

The distributor executives then 
reviewed the program with all of 
their salesmen, and starting on Au- 
gust 10, the salesmen took the pro- 
gram to the field, using this 
portfolio 

The merchandising specials are 
a select group of products in each 
of the major appliance lines. The 
Loaus plan calls for the combina- 
tion sale of a major appliance and 
a “bonus” product during this cam- 
paign period. 

The portfolio, of course, carried 
a complete guide to dealer adver- 
tisements, radio and television spots, 
everything we felt it took to do 
a job. 

Again, for dealer window and 
store decoration, there was a pack- 
age of display paper to give him the 
look of something special going on. 


> As September and October are 


Reporting In . . . Another long-distance 
call and another dealer reported ready 
to carry the promotion on the local level. 


28 - an * December 1960 


All-Night Session 


. . With company executives taking reports from the field by long 


distance, the score board kept track of how individual dealers were doing. 


the big laundry equipment months, 
laundry equipment took the spot- 
light, but all of the major appli- 
ances were a part of it. 

An advertisement for laundry 
equipment appeared in the Sunday 
supplements, This Week and Pa- 
rade, and also in the independent 
papers. This same advertisement ap- 
peared in the September, October, 
and November issues of Reader’s 
Digest, Parents, Saturday Evening 
Post, Progressive Farmer, and Suc- 
cessful Farming. 

In the newspapers, there were 
three black and white key city ad- 
vertisements scheduled in Septem- 
ber, October and November. 

If you’re interested in dollars, 
the Sunday supplements ran about 
$100,000, the key city ads about 
$270,000, and the three advertise- 
ments in each of the five magazines 
cost about $327,000. The promotion 
book, ad preparation, window dis- 
plays et al cost another $75,000. Put 
all that together and you find that 
our fall program cost in the neigh- 
borhood of $772,000. 


>I mentioned that the distributor 
salesmen presented the September, 
October and November plan start- 
ing on August 10. But once again, 
we had something special. We rec- 
ommended it be run for two weeks 
ahead of election night, starting on 
Oct. 24. 

We provided a ballot box and 
some banners for the dealer’s use. 
We called it the “Pick a President” 
contest. We provided, with the bal- 
lot box, a broadside describing sev- 
eral contests from which the dealer 


can choose. He could personalize 
the contest to suit his own needs. 
Some examples: 


@ He could hold a contest to guess 
the total number of votes cast for 
president. 


e A contest in which the partici- 
pants guessed which candidate 
would win and the exact minute 
when the losing candidate conceded. 


The distributor was advised on 
September 8 that this plan was be- 
ing produced and he was given his 
materials on September 23. This 
gave the salesmen another month 
to contact his dealers and get them 
organized on a special election night 
promotion. 


> We have sponsored television pro- 
grams for 14 years, since 1946. There 
has been quite a variety in our 
programs. We have sponsored 527 
hours of dramatic shows plus col- 
lege and professional football and 
daytime shows. We sponsored one 
of the first color shows and three 
of the Presidential election years. 
We have done a lot of magazine 
and newspaper and radio advertis- 
ing through those years. 

We learned a long time ago that, 
no matter how good the television 
program or the advertising activity, 
you just can’t turn them loose and 
hope that, all by themselves, they’ll 
start the old cash registers jingling. 
No such program should ever be 
planned without building into it a 
complete and thorough promotion 
program supported by enough 
money to make it work. 44 
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paper 
play? © 


Just as a well executed play 
begins with a coach’s plans 
on paper, so too an effective 
printed job starts with the 
paper. The copy may be well 
conceived...the layout ex- 
pertly designed ...the print- 
ing skillfully handled...all 
are essential... oath “paper is 
part of the picture” and the 
choice of paper can make or 
break the job. You can rely 
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For years Fairfield has been the choice 
when a vellum or bristol of distinctive quality 
and character—at a price—has been the 
requirement. 
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the letterpress or offset printer who seeks 
such quality in a paper with a range of 
weights in text and cover sizes that meet 
his day to day needs. 


A FRESH, CLEAN, EXCITING WHITE now 
gives printing projects on Fairfield Opaque 
a new richness and depth, a crisp clarity, 
and an impressive appearance. 

ADDED OPACITY in Fairfield increases the 
scope of this paper’s usefulness and makes 
it suitable for an even wider variety of print- 
ing purposes than before. 
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By Ed Sachs 
AR Associate Editor 


The purchase of printing can be 
one of the largest areas of concern 
for the sales promotion executive. 
What happens when the sales pro- 
motion man has printing facilities 
available to him within his own or- 
ganization? 

ADVERTISING REQUIREMENTS con- 
ducted a mail poll of a representa- 
tive number of members of the Sales 
Promotion Executives Assn, From 
the returns, the two benefits noted 
most often by the SPEA members 
who do their own printing, are: 


1. Speed . . It takes less time to get 
the printing finished and delivered. 


2. Cost . . It costs less, even with 
the investment for equipment, in 
the long run. 


> In-plant printing, however, is not 
a panacea. Reactions included many 
disadvantages with minority re- 
ports on the speed and economy 
factors noted. Most common com- 
plaint, however, was poor quality. 

In all, 91 participated in the AR 
poll. Reactions were received from 
56 men who have in-plant printing, 
(most common piece of equipment, 
an offset duplicator, 11x17” or small- 
er) with another 35 men who don’t 
have in-plant printing also partici- 
pating. 

Of the 56 who have this type of 
equipment in their own organiza- 
tion, many different kinds of mate- 


Do sales promotion 
departments need 
their own print shops? 


An AR survey shows that an increasing number 
of sales promotion men are doing some of their 
own printing, and uncovers some reasons why. 


rial were printed, several of the 
respondents naming as many as 
seven different categories. A break- 
down showed: 


e 53 reporting that they printed 
their own internal forms and no- 
tices; 

@ 47, salesmen’s bulletins; 

e 44, price lists; 

@ 39, direct mail pieces; 

@ 31, envelope stuffers; 

® 17, catalog sheets; 

@ 7, annual reports. 


Other uses for the equipment in- 
cluded labels, package inserts, im- 
printing, house organs and news- 
letters, company stationery, public 
relations materials including press 
releases, templates, instruction 
sheets, product information mate- 
rials, special event announcements 
and color work. 


> Do companies with their own 
printing facilities tend to be the 
larger kind of organization? As you 
might suspect, they are. Of those 
who participated in our poll, and 
reported that they had in-plant 
printing, 29 were with concerns of 
more than 500 employes, 11 were in 
companies with 50 to 500 workers, 
and only 5 were with organizations 
of less than 50. They described the 
main business activity of their em- 
ployers as manufacturing, 33; serv- 
ice, 8; and distributing, 3. In addi- 
tion there were 2 respondents each 
from insurance and radio and tele- 
vision. 


As reported earlier, the advan- 
tages noted most often were speed, 
38, and savings in cost, 30. Others: 


® Convenience, 10; 

® Direct contact with printing su- 
pervisor on difficult jobs and in de- 
termining priority, 7; 
@ Flexibility on types of printing 
available, 6; 

@ In having smaller runs for color 
jobs, 4. 


Other advantages included one 
man saying he thought it was worth 
the investment if for no other rea- 
son than that it reduced the calls 
from salesmen of graphic arts in- 
dustries. Another noted that by 
having his own printing facilities he 
had closer control on confidential 
materials, while still another claimed 
that he had better control of plate 
costs. . 

Of those who had their own print- 
ing facilities, 20 reported that they 
had found no disadvantages. Others 
were not so pleased. Of those who 
were unhappy with the quality of 
work done, 15 were unhappy enough 
to make that a specific complaint. 
The “peaks and valleys,” busy and 
down times, in some organizations 
were a disadvantage noted by 8. 
Other disadvantages: 


@ Equipment took up too much 
space, 3; 

® It took too long to get work done, 
3 

@ Range of 
limited, 5; 
© Special 


work available was 
work still had to be 
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farmed out, 1; 

© Supervising labor, problems with 
this type of employe, and salary 
costs, 5; 

® tendency to print materials that 
were not needed, 5; 

® high fixed cost of equipment, 3; 
® poor service, 1; 

© difficulty in transmitting orders 
and instructions, 1. 


Some other complaints were more 
specific. One man answered that he 
felt there was an inclination of 
management to use inside or in- 
plant printing as a cure-all. An- 
other pointed out that “people who 
don’t understand printing are too 
ready to use internal printing costs 
as a yardstick for outside costs.” 
Another man said that “outside 
printers provide new ideas which 
our shop does not.” 


> A sales promotion executive with 
a West Coast organization had these 
observations to make about the ad- 
vantages of in-plant printing: 

“It allows close supervision of 
‘problem’ jobs. It permits simple 
and frequent quality control checks 
at every stage of production. And 
it makes short run color printing 
possible when charges by outside 
printers would be prohibitive.” 

Citing the disadvantages, he said: 
“You get slower service. When the 
shop is busy, your job must wait its 
turn. It may be pre-empted while 
in process by a high priority job 
from another department. The fixed 
staff of printing department person- 
nel is on fulltime salary. Therefore, 
the department is geared to do a low 
volume of work so that everyone 
will have something to do, even 
during slow periods. When volume 
of printing increases, personnel pol- 
icies do not permit hiring of tem- 
porary personnel such as is common 
practice in commercial shops. This 
results in jam-ups of work when 
the load becomes heavy, resulting in 
late delivery. As a result, our print- 
ing department seldom will guaran- 
tee or meet a deadline.” 


> A Pennsylvania respondent evalu- 
ated the situation as “good for in- 
ternal material but it does not qual- 
ify for work for customers.” An- 
other from the east reported “a 
realization of a saving of $30,000 
last year from the use of our own 
facilities.” 

What of those who still send out 
all their work to outside printers? 
Well, ten had considered having 
their own printing equipment at one 
time or another and decided against 
it, three were still trying to reach a 
decision at the time of our poll, and 
19 said that their organizations had 
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never considered in-plant printing. 

A New Yorker voiced the most 
common objection of those in this 
group when he wrote, “We do not 
want to get in the printing business. 
Such an operation could swallow up 
our regular activity and responsi- 
bilitv. There are just too many hid- 
den costs and you have no comeback 
in case of printing errors. Profes- 
sional results require professional 
experience.” 

Other objections noted by those 
who do not have in-plant printing, 
included poor quality, 2; equipment 
takes up too much space, 1; a good 
local printer was available, 4; and 
a scattering of complaints echoed 
the comments of the other group, 
those having in-plant printing fa- 
cilities. 


> To the salesmen and manufactur- 
ers of the machines and presses for 
in-plant printing, most of the com- 
plaints received by AR about in- 
plant printing are easily answered. 

First of all, they point out, equip- 
ment is often purchased by the 
wrong firm for the wrong type of 
printing. The salesman can point out 
the error but if he does it too stren- 
uously, he’ll lose the sale. So after 
he has made his objection, and the 
purchaser still insists on a specific 
piece of equipment, the salesman 
allows the transaction to be com- 
pleted. Result . . . a complaint about 
quality of printing. 

“When you consider the fact that 
many professional printers insist on 
buying the wrong kind of equip- 
ment,” one salesman said, “you can 
see the problem we have with non- 
printer customers.” 


>» They also point out that the com- 
plaint that “we are not in the print- 
ing business,” is not a practical one. 
Their sales argument goes like this: 

Many firms that aren’t in the 
trucking business own trucks. Many 
firms that aren’t in the advertising 
business have advertising depart- 
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ments. To say one isn’t in the print- 
ing business is to close one’s eyes 
to the realities of everyday business 
life. Many firms buy a lot of outside 
printing. It makes good business 
sense to place these purchases on 
the best cost basis. If you can do it 
more cheaply within your own or- 
ganization, be you butcher, retailer, 
oil processor or hearing aid sales 
firm, you should then get in the 
printing business to the extent of 
saving a specific sum of money each 
year. 

Peaks and valleys? “The only way 
to look at in-plant printing and 
various duplicating machines is not 
how often they are used, but on a 
cost justification basis,’ another 
printing professional pointed out. “If 
the equipment saves you money, 
then it’s worth the cost of purchase. 
If it doesn’t, then no amount of 
justification makes it good business 
to buy the equipment.” However, 
he continued, it is a rare business 
that can’t convert the machinery to 
cost-saving work. 

A good local printer is available? 
“Good,” says the professional. “Sit 
down with him. You might find that 
he is handling a lot of printing from 
your organization on a_ courtesy 
basis. On many of the smaller jobs, 
his profit is nil. On a few he loses 
money. But because he wants to 
handle your big printing assign- 
ments, he takes the piddling stuff. 
Now, if he isn’t making money on 
this type of order and it is costing 
you money to have it printed, does- 
n’t it seem wise to study how much 
money you, the purchaser could 
save, if you did it yourself? And, in 
most cases your relations with your 
outside printer is improved.” 

What about labor problems? 
“With much of the smaller equip- 
ment, you don’t need trained, pro- 
fessional printers. You need trained 
office workers and many of the 
companies in this field will train a 
girl in your office to handle the 
equipment. The larger pieces do 
need professional help but if you 
have the volume of printing that 
justifies the purchase of such equip- 
ment, you have the volume that 
justifies hiring a professional to run 
it.” 

The men who sell the smaller 
presses and machines used in var- 
ious in-plant installations are quick 
to suggest that you talk to the peo- 
ple who have decided to have some 
of their printing handled within 
their own organizations. They’re 
sure that you'll get an enthusiastic 
report. Perhaps you owe it to your- 
self to investigate in-plant printing 
for your own sales promotional ma- 
terials, 44 
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Either way, you get brand new equipment—and 
only what you need—on the easiest terms. You can 
pay as you go and make a profit as well. 

Heart of this plan is the ATF Chief 15, the small 
press with the big press features...the press which 
has been chosen by over 1500 professional printers. 
You can see this press and the related “package” 
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By Carl G. Schreyer 

Vice President of Marketing 
Bell & Howell Co. 

Chicago 


Sales depend on grassroots mar- 
keting. We at Bell & Howell know 
that our success is interdependent 
with the well-being of our dealers. 
To help our specialty photo dealers 
compete in today’s market, we spent 
six months and about 6,000 expert 
manhours developing a new idea 
to improve our sales and dealer re- 
lations — the Camera Specialty 
Dealer’s Guide to Marketing. 

The guide can be chalked up as 
another contribution to Bell & How- 
ell by our Retailers’ Advisory 
Council. We pioneered in _ these 
yearly meetings of company ex- 
ecutives and dealers selected by 
dealers to represent them in dis- 
cussions and “gripe sessions” on 
marketing and manufacturing pol- 
icies. 

In meetings with the council over 
the past few years, we became 
aware that some dealers felt Bell & 
Howell was “letting them down.” 
This primarily was the result of ex- 
panding distribution channels to in- 
clude non-camera specialty dealers 
in order for the company to survive 
in the face of the economics of mod- 
ern manufacturing that require high 
levels of output and increasing sales. 

Our records show that a large 
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Helping 
Dealers 


Helps 
Sales 


Bell & Howell wanted to help its dealers sell more of its 
own products, but found that the best way to do it 


was to help them become better dealers. 


number of camera specialty dealers 
have realized the importance of 
modern merchandising methods and 
have prospered with the growth of 
the photographic industry that 
amounts to about twice the rate of 
the economy as a whole. But an- 
other group of dealers was net 
growing at a high rate and many 
expressed concern over the role of 
the specialty dealer in the market- 
ing pattern of the 1960’s. 


> The Bell & Howell executive group 
and the Retailers’ Advisory Council 
decided that a comprehensive hand- 
book that covered many of the fac- 
tors in “total photographic market- 


Promotion Materials . 


ing” at the retail level would be a 
much-needed and appreciated serv- 
ice to dealers. And if a number of 
specialty dealers could be motivated 
by a useful guide to marketing, the 
general level of promotion in the 
industry would increase. 

The decision was made and now it 
had to be carried out. Because of 
the huge job, outside aid was sought 
from SCI, a division of McCann- 
Erickson, Bell & Howell’s advertis- 
ing agency. SCI started by preparing 
an approach in outline form that 
was taken into the field and pre- 
sented to several camera specialty 
dealers in the Midwest. They ap- 
proved of the basic approach and 


. . One of the events outlined with the guide was the promotion 


for which these quaint posters and lovable animals were used. 
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WEIGH THE FACTS...AND YOU'LL CHOOSE WAYLITE, Show the boss you know how to 


cut costs without sacrifice of quality—and you’re on your way! Here’s one good tip: look into WAYLITE 
Lightweight Papers for your next printing job. WAYLITE gives you lots more finished pieces per pound 
...and it saves on postage. That’s because WAYLITE weighs less, mails for less. In February, 1960, one 
large firm saved $4,000 just this way. 


As for showthrough—don’t worry! WAYLITE Paper has the opacity and brightness of most white 
paper twice its weight. 
For jobs that look good and savings that make you look good, write us today. You'll get a special 


WAYLITE Mailing Weight Comparison Chart plus some additional suggestions on ways to make WAYLITE 
work for you and yours. 


Olin Mathieson, Ecusta Paper Products, Pisgah Forest, North Carolina. 


Wayl it e LIGHTWEIGHT PAPER 


Lightweight Saves 
Yet Weight 
OLIN MATHIESON Opaque Postage 


Packaging Division + Ecusta Paper Products 
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New packaging for... 


“Fine Paper | 
at its Best” | 


Sheet after sheet, box after box... 
through many reorders, you can always 
depend on the clean, crisp uniformity 
of Rising Line Marque and Rising Bond. 
In Colonial Green, Petal Pink, Aqua 
Blue, Dove Gray and Antique Ivory 
pastel colors, as well as spotless White. 
Rising Bond is also available in bright 
New White and New White Opaque. 


Ask your Paper merchant about the new 
Junior Cartons of Rising Bond and Line 
Marque, pre-packed in Rising Reams. 


Rising 


PAPER COMPANY 
HOUSATONIC, MASS. 


push... 
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bind... 


FAST-ACTION 
BINDING KIT 


Two-hole 


kit (shown) 


$13.90 


For binding scrapbooks, photo 
albums, presentation kits, 
records ind papers of all types. So 


handy, so easy, so versatile for 
home or office. Just insert pages and 
punch, then pick a colorful binding 
tube from the spin dial base, snap into 
place. In seconds, you have a neat, or 
derly looking, colorful volume 


Other models availabl 
3-hole kit—$17.90; 4-hole kit—-$29.95 


Write for free booklet 


(Limited Distributorships Available) 


. TAUBSER PLASTICS, INC. 
200e Hudson St., N.Y.C., WO 6-3880 
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You wouldn't ask * 
your grocer ° 
to fill a tooth! =: 


USE OUR 


BUDGET 
PLAN 


. « « One of the pages in the guide, taken from the advertising section, 


shows a selection of image-building newspaper ads. Note that in none of them is 


Bell and Howell mentioned. 


offered suggestions for improving it. 
Then complete sections of the guide 
were written in detail. 

Camera specialty dealers came to 
Chicago for a three-day seminar to 
discuss all aspects of the guide. 
Each section was explored in detail 
and dealers exchanged ideas on ex- 
perience they had had in each area. 
A complete transcript of the dis- 
cussions was combed and evaluated 
for material for another draft of the 
guide. 

Even then, three or four sections 
were felt to be too general and SCI 
made special field calls in New York 
and Los Angeles. Also, regional 
managers were asked to record spe- 
cific examples of creative market- 
ing in stores within their areas. 
Again, the material was screened 
and evaluated and changes were 
made in the guide. The sections that 
benefited most from this procedure 
were on newspaper advertising, 
store atmosphere, and interior and 
window displays. 


> Bell & Howell prepared the in- 
troductory sections that serve as a 
rationale without SCI help, because 
of our closer contact with the trade. 
But we, too, had learned a lot from 
the research that made our intro- 
duction better. 

Out of all this came 90 pages with 
more than 16,000 words and 300 il- 
lustrations, graphs, and_ exhibits 
packed in a three-ring binder. The 
loose-leaf presentation was neces- 
sary, because as new techniques 


and new specifics become available 
they will be published and sent to 
guide subscribers. Liberal use of art 
work and varied typefaces and 
sizes are aimed at making the guide 
more interesting. 


The guide is broken down into 
seven sections: 


® Introduction 

® Store atmosphere 
Manpower 
Selling 
Promotion 
Advertising 
Ad mat section 


All of these show the dealer how 
to implement two cardinal principles 
of modern retailing: 


1. continuous traffic building pro- 
motions with adequate advertising 
must be conceived and executed, 
and 


2. modern selling techniques such 
as credit and installment selling 
must become standard operations. 


> These abstractions are broken 
down into usable procedures. For 
example, in the section on promo- 
tion, the dealer receives step-by- 
step suggestions for promotional 
themes and three tailored promo- 
tions in kits. These are complete 
with banners, ad suggestions, and 
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Looking Ahead . . . One page of the 
guide showed how to use a planning 
sheet. Blank form was followed by series 
of weekly planning sheets, each with 
space for budget breakdown. 


other materials. The “Big Shoot” 
promotion kit even includes a self- 
liquidating premium in the form of 
stuffed animals. 

The Big Shoot promotion has been 
tested in four locations — Fort 
Wayne, Albuquerque, Decatur and 
Highland Park, a suburb of Chicago 
— where selected Bell & Howell 
dealers used the promotional and 
premium material for a one week 
controlled promotion. Results have 
been very gratifying. Sales in- 
creases during the Big Shoot ranged 
from 30% over the same week last 
year to 400% over the best day of 
the week before the promotion this 
year. Results proved that dealers 
who aggressively promote with full 
line packaged promotions like the 
Big Shoot are dealers who can make 
money in these days of intensive 
competition. 


>» Bell & Howell hopes to sell 3,000 
guides, or one to half of the camera 
specialty dealers in the United 
States, at $30 each. This would de- 
fray about one-third of the cost to 
Bell & Howell and we have been 
gratified so far by the acceptance 
of the guide. 

We believe its value to Bell & 
Howell’s dealer relations is price- 
less. Today, more than ever, the 
camera specialty dealer faces new 
opportunities and threats that can 
determine his fortune or his failure. 
He must learn that ability to adjust 
requires more than an ability to 
follow new trends. It calls for in- 
ventiveness and courage to break 
with the past and tradition and con- 
stantly try new ideas, 44 
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AT LAST! NO MORE CUTTING! 


Redi-Kut Head Lettering is the new, unique, 
fast working alphabet with pre-cut letters — 
ready for instant use. Sharp, detailed, quick! 
By relieving you of the tedium of cutting out 
each letter, Redi-Kut saves you up to 40% in 
lettering time! Yet costs no more than ordinary 
alphabets. Try it once, and if time, quality and 
value are important then we’ve made a customer, 
you have a perhaps even a friend. Ask for Redi-Kut at your 
professional favorite Artist Supply Dealer. And if he hasn’t 
got it yet, poor chap, write us and we'll send you 
headline! the name of the Redi-Kut Dealer near you. 
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Is your trademark 
as effective today 
as if was yesterday 


A research scientist looks at 
the images that people have 
of trademarks, and how 
they change, not always to 
the benefit of the user. 


By Gerald W. Tasker 


Trademarks, trade characters, 
company names and product names 
all play a part in building the pub- 
lic’s image of the company and the 
products and services which it of- 
fers to them. Various forms of as- 
sociation and knowledge tests are 
basic research tools for the meas- 
urement of the current status of 
these symbols. If the survey is 
planned on a basis which can. be 
projected and which can be dupli- 
cated easily and accurately, it can 
be repeated periodically so that 
changes in the image can be meas- 
ured from year to year. 

Used in this way, the association 
test becomes a warning signal which 
may indicate the need of change in 
policy, as well as a measure of feel- 
ing at the time of the survey. Many 
things can happen during the course 
of a year or two to change the pub- 
lic’s attitude one way or another; 
labor troubles, price changes, prod- 
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uct design, improved products, and 
competitive activity, just to name 
a few, can strengthen or weaken a 
manufacturer’s standing with his 
customers. The first clue to the po- 
tential effect of these changes may 
come from one of these surveys. 


> One of a series of questions on 
consumer knowledge of manufac- 
turers in a number of different 
product categories was, “what 
steamship companies sail to-————— 

port.” The sample was du- 
plicated three years later, with the 
following results: 


Steamship First 
Company 


Three Years 
Later 
8.4% 7.9% 
9.0 8.6 
10.6 6.6 
11.9 24.3 
5.8 10.5 


Survey 


There were some very marked 
changes in the number of people 
naming some of the companies, as 
the table shows. During the three 
years, companies “A” and “B” had 
followed along in their normal 
course of action. Nothing unusual 
had happened to them. Their slight 
losses in rating were probably due 
to the greater dominance of two 
competitors in the public’s mind, if 
they had any real significance at all. 

Company “C” had taken its flag- 
ship out of service and had not re- 
placed it. The company, as a result, 
had become of very minor impor- 


tance and the public was beginning 
to forget it. 

The other two companies, “D” 
and “E”, had both placed in service 
modern, high speed steamships dur- 
ing the interim. Advertising and 
news stories has focused attention 
on the improved service. As a re- 
sult, “D” rose from a tie for first 
to a dominant position and “E” rose 
from last place to a strong second 
position. 


>In another study, made some 
years ago, black and white silhouets 
were used to measure the public’s 
knowledge of well advertised trade- 
marks. No other clue was given to 
the people interviewed. This was a 
severe test for some of the trade- 
marks, which needed color as an 
added clue. 

The three at the top of the list of 
correctly identified marks were (1) 
a trade character which dramatized 
the company name, (2) a symbol 
which demonstrated the product in 
use and at the same time indicated 
quality and (3) a distinctive display 
of the product itself. 

At the bottom of the list were 
five marks which by themselves 
gave no indication of either product 
or company name. Two of these 
suffered to some extent from lack 
of advertising, the other three did 
not. All five had been promoted 
extensively for many years. One of 
the ingredients in a hard working 
trademark is that it should have 
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some distinctive quality which helps 
associate it with the company, the 
product or both. 


» A second study on trade char- 
acters supported this conclusion. 
This survey was made to check 
the progress of two new trade char- 
acters which were being used in a 
comic strip. They always used the 
product as a reward or to give them 
strength, much like Pop-eye and 
his spinach. 

Nearly half of the adults and 
most of the children associated the 
comic characters with the product 
after a short but intensive period of 
advertising. Other studies showed 
that children liked them as much 
as they did some of the regular 
comic strips. Only two characters 
surpassed them, both with a long 
public life. One impersonated the 
product name and the other was 
made of the product. 


> Knowledge of a product may 
sometimes be combined with con- 
sumer use of the brand as an aid to 
definition of the sales problem. Two 
years after a home decorating prod- 
uct was introduced, it was known 
to 44% of the consumers inter- 
viewed, but only 5% had used it. In 
the third year, 93% knew about it 
and 45% were using it. Then com- 
petition began to catch up with it. 
By the seventh year, 97% knew 
about the product but only 28% 
were using it. 

This was not as good a share of 
the market as when the product 
had a virtual monopoly, but prob- 
ably as much as they could hold, 
in view of the competitive situation. 
When consumer knowledge can be 
supplemented with usage, attitude 
and other pertinent questions, the 
study provides a remarkably clear 
outline of the changing marketing 
problems. It often points to the 
strategy change needed. 


> As a final example of the many 
uses for this research approach, 
here are some of the findings de- 
veloped through a word association 
study which was made to measure 
the equity which a manufacturer 
can develop in words which have 
other than commercial meanings but 
which are also used as the trade 
names of widely distributed and 
heavily promoted products, such as 
joy, miracle and diamond. 

The study was made in two steps. 
The first was a completely free re- 
sponse to the spoken question, 
“Here are some common words. 
When I read each one, please tell 
me the first word or phrase which 
comes to your mind.” There was no 
visual aid whatsoever at this point. 


In the second step logotypes of 
the names were shown to the re- 
spondents and they were asked, 
“What product uses this name?” In 
both cases the order in which the 
words were used was carefully ro- 
tated to avoid possible bias. While 
this was a pilot study which was 
not meant to be an accurate, na- 
tional measure of the relative iden- 
tification of the words with their 
respective products, it serves to il- 
lustrate the usefulness of the tech- 
nique. 

In answer to the first question, 
only 5.6% of the women interviewed 
associated “diamond” with “wal- 
nuts,” the product selected for test- 
ing. “Ring” came first with 28%, 
“matches” second with 26% and 
“salt” third with 14%. All of these 
were, of course, perfectly correct 
associations with other nationally 
advertised products. The word “dia- 
mond” had stronger consumer as- 
sociation in other, though non-com- 
peting fields, than with “walnuts.” 

Was the product logotype dis- 
tinctive enough or well enough 
known to change the degree of as- 
sociation? No, not in the case of 
“walnuts.” Only 8% said “walnuts” 
when they saw the logotype. Men- 
tions of “ring” dropped to almost 
nothing, and of “salt” to 15%. 65% 
now said “matches.” 

The logotypes used for “walnuts” 
and for “matches” are quite sim- 
ilar. The word “diamond” and that 
style of logotype had a much strong- 
er association with “matches” than 
with anything else in the minds of 
these women. Of course, there are 
other considerations. At the point of 
sale, consumer association of “dia- 
mond” with quality may have a 
significant value for both products. 


> The story of the word “joy” was 
quite different. Joy is certainly a 
well known word. Its noncommer- 
cial meaning should be known to 
everyone, even though it may not 
be a frequently used word. Yet, in 
the free association test, only 26% 
said “happiness” or some related 
word. 61% said liquid soap or de- 
tergent. 

When the logotype was shown to 
the women, 97% identified the prod- 
uct correctly. The word and the 
product have become very closely 
associated in the minds of the 
women interviewed, in a relative- 
ly short period. 


> As pointed out, these research 
techniques are only one facet of 
the complex problem of evaluating 
public opinion of a company or a 
product. However, they are fairly 
simple to apply, and the results are 
often very stimulating to the execu- 
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Superior shrinkage-resistance and 
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Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
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Money-back guarantee! 
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Box AR 245, Wilton, Conn. 
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Warwick Fotosetter type composition 
offers a range and flexibility that 
makes this popular new method of 
producing quality composition 

far and away the most practical. 


From minute composition for a 
hypodermic vial to window banners 
and flip charts, Warwick Fotosetter 
composition is sharp, clean, 

easy to handle and economical. 


Send for a film sample of this 
amazing new method of typesetting. 
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tive who is planning marketing 
strategy. 

When used in a one-time survey, 
they help evaluate current equity in 
the word, mark or symbol; when 
used in a series they help measure 
changes resulting from the ever 
changing competitive situation; and 
when precise sampling methods and 
carefully validated interviewing 
procedures are used, they can be- 
come of real value in legal pro- 
ceedings. 44 


Brochure Shows Uses for 
Electric Stapler 


A two-color brochure showing 
practical uses for a new automatic 
electric stapling machine has been 
produced by the Staplex Co., Brook- 
lyn. 

The 8%%x35%” brochure stresses 
savings in man hours of labor 
through the use of this device. Fea- 
tures shown include instantaneous 
automatic stapling, procedures by 
which the operator’s hands are left 
free for other work, and noise- 
elimination mechanical construction. 

- for more details circle 1217, page 111 


Byron Weston Book Shows 
Samples of Bond Papers 


Byron Weston Co., Dalton, Mass., 
is offering a 5144x814” sample book of 
its Weston Bond line of 25% cotton 
fiber bond papers. 

Information is given as to stock 
sizes, substance weights and weights 
per 1,000 sheets of standard items as 
well as details on opaque bond, litho 
finish, typewriter sizes, packets, en- 
velopes and stationery cabinets. 

A display of sample leaves in a 
diecut arrangement presents the full 
range of weights, fluorescent white, 
traditional white, colors, opaque 
white and litho finish. 

. for more details circle 1218, page 111 


Catalog List Products 
For Labeling and Filing 


The aids for labeling, filing and 
indexing made by Office Products, 
Detroit, are listed in a 16-page cata- 
log recently released by the com- 
pany. 

Punched for dealer catalogs, the 
publication describes various label 
holders, clips, metal tabs, strips and 
other indexing and indentification 
products and applications. 

+ + « for more details circle 1219, page 111 





nase, J 


lhe eres 


(4 


Almost everybody likes maps, 
and that is why many com- 
panies turn to them as sales 
promotion tools. Here is how 
they are used and where to 


get them. 


Advertisers Buying Guide 


By Ted Sanchagrin 
AR Eastern Editor 


Highway and space maps, atlases and even 
globes, are being used today as a sales promotion 
tool not only by gasoline companies but by other 
national advertisers in proportions approaching a 
national avalanche. 

AR has found, in an exclusive survey, that the 
lithographed map has traveled from the antique 
book store and highway tod the supermarket and 
the space age in slightly more than five years. 

Yesterday (April 1955 AR) the free road map 
at the gas service station was the order of the day. 
Today the map is also being used in huge quan- 
tities by other companies in the battle for the con- 
sumer’s dollar. In many cases the customer or 
prospect is laying out money for a map. 


> This Advertisers Buying Guide article tells how 
maps broadly are being used for sales promotion, 
where you can get stock maps and custom-made 
maps, and includes a list of suppliers. The list is 
representative, not all-inclusive. Sources are as 
near as your telephone directory classified pages. 

AR has asked approximately a dozen suppliers 
for samples of representative or unusual map or- 
ders by clients. From this deluge has been culled 
a still voluminous spate of information, which may 
help you as the advertising, marketing or sales 
promotion director if you’re contemplating the use 
of a map in your program. 


@ National Malleable & Steel Castings Co., Cleve- 
land, has given its customers and prospects a solar 
system map. It has photographs of the moon, sun 
and planets, and solar system statistics. Ordinarily, 
this map sells for 29¢ in five-and-dime stores. The 
supplier is American Map Co., New York. 


@ In New York a year ago, the Spanish govern- 
ment tourist office displayed old maps of Spain in 
its street showcase windows. Prints of old, rare and 
antique maps are sometimes used as photographic 
backgrounds by advertising agencies for client 
ads. One source is Argosy Inc., New York, with a 
collection dating back to the 1600’s. 


@ In a more topical vein, there is an unusual in- 
terest in the Civil War. Reynolds Metals Co. is 
offering a Civil War map as a 50¢ self-liquidator 
for Reynolds Wrap. A new map, it retails in book- 
stores at $1.50. The supplier is Creative Merchan- 
disers Inc., Chicago. Other historical maps are in 
the works as premiums. 


@ General Motors asked General Drafting Co., 
Convent Station, N.J., to design a map for a wall 
display. The map told the complex story of GM’s 
worldwide operations. It went so well that the 
corporation used a special reprint for general dis- 
tribution, and a miniature version for a Christmas 
card. 


@ Wolverine Tube Division of Calumet & Hecla, 
when it opened a new mill, impressed manufactur- 
ers with a “Shippers Map” of the U.S. It showed 
highways, railroads, airlines and waterways, and 
has been reprinted twice. 


e Last year Westinghouse picked up extra pro- 
motional mileage with a map tied in with Alaska’s 
statehood. Westinghouse dealers offered it to cus- , 
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50° x 33” World Map 


29° x 42° 
Space Map 


Maps retail for $1.00, 
self-liquidates 25¢ 


These proven 
HAMMOND 
Premiums 
will solve your 
Sales 
Promotion 
Problems 


Got a sales promotion problem? Use 
colorful Hammond Maps for Give-aways, 
Traffic-Builders or Self-Liquidators . . . 
Use the famous Hammond Classic 

World Atlas or the original inflatable 
plastic Globe for Salesmen and 

Dealer Incentives. 


Whatever your sales problem, call 
Hammond first — there’s a Hammond 
plan and product to fit every need 

— every budget too. Ask for information 
on the complete Hammond line, or 

a colorful map or atlas tailored to 

meet your own special needs. 


For complete information, 
write to: J. T. McManus, 
Manager, Sales Promotion Div. 


> 4 


C.S. Hammond 
& Company 


Maplewood 24, New Jersey 
14+ GR « December 1900 


tomers and prospects as a goodwill 
item. It was a pictorial map. 

© A major user of maps is, of 
course, Esso. Road maps are only 


| one facet of its promotion. In the 
| past 37 years the Esso family has 


distributed more than 300 million 


| road maps. Esso is General Draft- 








| panies. 


| 


ing’s biggest and best customer. 
On the 75th anniversary of the 
American Association of Univer- 


| sity Women, Esso presented to the 


association a map of colleges and 
universities in the U.S. This serves 
as another public relations tool for 


Esso. 


| © Unlike Esso and other gasoline 


companies, Shell Oil considers maps 


| as more of a point-of-sale tool than 


a public relations item. Its maps and 


| touring services are available only 


in the gas station. 


| @ Maps oftentimes are more than a 


mainland item. One example is the 
Shell Oil map in Puerto Rico, sup- 
plied by H. M. Gousha Co. of San 


| Jose and Chicago. Others are the 


Chevron map in Hawaii and the 
Sinclair job in Quebec. 


> How big is the road map field? No 
one knows how many are produced 
each year for oil marketers. Most 
estimates say between 150 and 200 
million a year. Ninety-nine percent 
of road maps are supplied by Gousha 
(40%), Rand McNally (39%) and 
General Drafting (20°), according 
to the best available guess. 

On another, private, level, the 
American Automobile Assn., head- 
quartered in Washington, D.C., 
prints 100 million maps a year and 
sells them to its own regional motor 
clubs, the touring service manager 
of one gasoline company reports 
here. 
> The atlas and the globe represent 
a huge development among both 
gasoline and non-gasoline com- 


C. S. Hammond & Co., 


Coming Next Month! 


Maplewood, N.J., as well as Rand 
McNally, are the experts here. 


@ One globe promotion just running 
out its course is Amoco’s. It has 
been offering prospects a deflatable 
vinyl plastic world globe for $3.50 
and a coupon picked up in the 
service station. As a traffic builder, 
it requires no proof of gasoline pur- 
chase. 


© Esso offered a larger globe as a 
dealer loader. For purchasing $75 
worth of Atlas brand merchandise, 
the dealer receives the globe free. 
Both promotions featured globes 
from Hammond. 


@ Last year U. S. Rubber Co. got a 
jump on the snow tire field. It of- 
fered in the fall a globe in return 
for a deposit toward the purchase in 
winter of two U. S. Royal tires in 
service stations and tire houses. 


e Hiram Walker gave dealers a 
globe which they could take home 
at the end of its promotion, “The 
Best in the House in 87 Lands.” The 
dealer simply removed the globe’s 
transparent printed plastic band, 
turning it into a non-commercial 
gift for the house. 


@ Philco and Sylvania have been on 
the dealer-loader road with atlases 
and globes. Philco tv salesmen five 
years ago had their choice of a 404- 
page world atlas, a tablestand globe 
or a floorstand globe and atlas com- 
bination. Sylvania tv tube dealers 
had a choice of a deluxe world 
atlas and a companion volume on 
nature, travel or a map library. 


e H. J. Heinz and Shredded Wheat 
have taken to the heavens. For 25¢ 
and proof of purchase and a cou- 
pon, the consumer receives a Space 
Age map. The Heinz promotion is 
tied in with “Space Age Conveni-- 
ence Foods.” 


@ Lever 
have 


Curtis 
their 


Bros. and 
promoted 


Candy 
products 


Coins AND TOKENS 


And in the months to come: 


Stock PHoTos 
8mm SoOuND PROJECTORS 


APPOINTMENT CALENDARS 


Comic Books 


INDUSTRIAL THEATER 


SMALL PRESSES 
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a oN 
Warren's 


Everyone 


reads between 


the lines 


This stockholder is sizing up a company through its 
financial report. As she reads, she looks at more than facts and figures — she 
reads between the lines. The report will impress her more favorably if the mes- 
sage is presented clearly and in good taste; if the pictures are well printed; if 
the paper has the appearance of quality. Whenever a company shows respect 
for a reader through this kind of attention to detail, that company will win 
respect in return. Respectful printing begins with a good printer. See him early. 
Most likely he’ll recommend Warren printing papers, because he’ll get better 
results — and so will you. S$. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 
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Map Promotions 


DD St Ye 


Giant 50” x 38” 


Bible Lands, Star Maps, 
Solar System Maps, etc. 
Plan your next promotion 
with us for a real sales 
shot-in-the-arm. Low in 
cost, fits any budget. 


Write today for Catalogue 202 


A. Landy, Mgr S 


Sales Promotion Div M 


titan MAP CO., INC. 


eR N.Y. 23, N.Y 


ite 
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RADIANT Prey iets co. 
830 Isabella St., Oakland - Calif. 
161 W. Erie St.; Chicago 10, Illinois 
249 W. 29th St., New York 1, New York 
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through reversible maps. Lever of- 
fered a map, world on one side and 
U.S. on the other, with a 25¢ cou- 
pon in the Silver Dust package and 
in newspaper ads. Curtis had check- 
out counter distribution of a similar 
map for 25¢ to those who bought a 
29¢ package of Baby Ruth or But- 
terfinger. The store made a five cent 
profit on the map. 


® Betty Crocker with Pick-A-Pack 
and Cott Beverages and Woodbury 
Soap have gone further. They’ve 
distributed for $1 and proof of pur- 
chase a combination world map and 
50-page world atlas. Not to be out- 
done, Nestle offered a hurricane 
map as a 50¢ liquidator. The promo- 
tion featured a map with a hurri- 
cane dial. 


® Dixie Cup and Chicken of the Sea 
Tuna have promoted their products 
through 25¢_ self-liquidators in 
which the customer has a choice of 
premiums. Dixie Cup’s list con- 
sisted of a world map, flashlight, 
model airplane, small camera, iden- 
tification bracelet and miniature li- 
cense plate. Most popular of all six 
items was the map. Chicken of the 
Sea gave a U.S., European or world 
map. 


> Another wrinkle is the program 
with continuity. Nabisco is offering 
small metal flags of United Nations 
members, supplied by Green Duck 
Metal Co., along with a Hammond 
world map. The customer cannot 
get all flags in one mailing. Like 
many food promotions, this is based 
on 25¢ and proof of purchase. 

Travelers on some large commer- 
cial airlines may notice in those seat 
packets that promotion material 
often contains fine relief maps. Ex- 
amples of this work appear, for ex- 
ample, in the United Airlines fold- 
er. 

These relief maps have an un- 
usual history. E. B. Jeppesen, once 
a top United pilot, has worked his 
hobby into a fulltime profitable op- 
eration, as E. B. Jeppesen & Co. at 
Stapleton Air Field in Denver, with 
125 employes. 


> Maps are also used by banks, sav- 
ings and loan associations, cham- 
bers of commerce, realtors and 
newspapers. One supplier in this 
area is the Map Corp. of America, 
Boston. 


@ The Stock Growers National 
Bank in Cheyenne obtained new ac- 
counts through the use of a Mapco 
city map. When a company trans- 
ferred its office from Denver to 
Cheyenne, the bank furnished a 
Cheyenne map to the 40 employes 
involved. The result: 38 of 40 new- 


SOURCES OF MAPS AND 
ATLASES FOR SALES 
PROMOTION 


Aero Service Corp. 

210 E. Courtland St., Philadelphia 20 
American Map Co. 
3 W. 6lst St., 

Argosy Inc. 
116 E. 59th St., New York 22 
Creative Merchandisers Inc. 
154 E. Erie St., Chicago 11 
General Drafting Co. 
Convent Station, N. J. 
Geographia Map Co. 
256 E. 49th St., New York 17 
H. M. Gousha Co. 
2001 The Alameda, San Jose, Cal. 
Hagstrom Map Co. 
311 Broadway, New York 7 
C. S. Hammond & Co. 
515 Valley St., Maplewood, N. J. 
Jeppeson Co. 
Stapleton Airfield, Denver 7 
Map Corp. of America 
316 Summer St., Boston 10 
National Survey 
Chester, Vt. 
Rand McNally & Co. 
8255 N. Central Park Av., 
Til. 
Sanborn Map Co. 
629 Sth Av., Pe 


New York 23 


Skokie, 


lham, N. Y. 


comers opened accounts with the 
bank. 


@ In New Haven the First Federal 
Savings & Loan Assn. has found 
maps an invaluable tool “to break 
the ice” as quickly as possible in 
branch areas, and as quickly as pos- 
sible. The bank reports the New 
Haven Chamber of Commerce has 
found the map more up to date than 
any previously available. Yale Uni- 
versity has | the bank map for 
new faculty aembers, and the 
School of Nursing distributes them 
to student nurses and others coming 
into the community each year. 


© The Chattanooga News-Free 
Press calls a street map there a 
good public relations promotion. The 
city 11ap was sold by carriers to 
persons living on the routes, over 
the counter at the newspaper office, 
and by placing them in restaurants 
and tourist courts. 


> Obviously, maps can be used re- 
gionally as well as locally. Official 
state maps of Delaware, Massa- 
chusetts, New Hampshire, Rhode Is- 
land and Vermont are part of the 
business of a private company, Na- 
tional Survey, Chester, Vt. Ninety 
percent of National Survey’s busi- 
ness since 1940 (it has been in busi- 
ness since 1912) is for the Army 
Map Service, with government top- 
ographical maps. 

The uses of atlases and globes is 





LOST and FOUND 


FOUND—Messengers to 
ride on the outside of 
your product containers. 
These sealed folders add 
point-of-sale impact, draw 
more impulse sales. In 
the home at point-of-use 
they deliver recipes, pre- 
mium offers, cross adver- 
tising and other types of 
selling messages that pull 
repeat business. Capitalize 
on this powerful selling 
tool! Write Outserts, Inc., 
Scranton 9, Pa. 





getting more pin-pointed in some 
cases. Where Hammond has cut a 
handsome figure in the supermarket 
area, Rand McNally customers in 
this field are aiming at more select 
audiences. 


@ American Export Lines presented 
a metal-base machine-mounted 
globe to its freight shippers as a 
Christmas business gift a year ago. 
This Christmas it will give the 
shippers the 112-page Rand Mc- 
Nally road atlas, with imprinted 
leatheret cover. The atlas has been 
the supplier’s best seller for at least 
35 years. 


© A smaller edition, the junior atlas 
(96 pages instead of 112) was dis- 
tributed by Chas. Pfizer & Co. to 
doctors. This helped introduce three 
Pfizer glucosamine-base antibiotics. 
The atlas was inserted simply in a 
selling folder called “Your Pfizer 
Road Atlas.” 


© For the past five years This Week, 
the Sunday supplement, has been a 
map user. For $1 a reader obtains a 
packet which consists of a 34-page 
booklet, “The Complete 50 State 
See-America Vacation Guide,” and 
a Rand McNally map with the im- 
print of This Week on the edge of 
the map extending beyond the book- 
let. The map is inserted in the book. 


> Of special interest to advertising 
agents and their clients might be 
the Buying Power Map, developed 
and produced by the Sanborn Map 
Co., Pelham, N.Y., in cooperation 
with Sales Management Inc. and its 
affiliate, Marketing Statistics. San- 
born is a longtime supplier of spe- 
cialized maps to fire insurance un- 
derwriters for grade and risk classi- 
fication. 

Announced recently, the Buying 
Power Maps cover 50 metropolitan 
areas. Maps of 15 areas are printed 
and available at this writing. One 
or more units are required to cover 
a city. Each map unit outlines major 
streets, rivers, boundaries and 
neighborhoods. Within these, five 
different colors portray residential 
area breakdowns in five different 
classes of net income per household. 
It’s planned to update the maps bi- 
annually. Sanborn’s first client is 
John Hancock Mutual Life Insur- 
ance Co., Boston. It has purchased 
140 map units for all 50 metropoli- 
tan areas. 


> On a strictly local level, the First 
National Bank of Arizona has found 
its new street atlas of Phoenix gain- 
ing fame beyond its own territory 
Although the 28-page atlas was de- 
signed initially to announce the 
Newcomers Information Service, the 
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bank reports businessmen and cor- 
respondent banks are using it as a 
guide for expansion and future busi- 
ness locations. 

Carrying this a step farther, the 
Lithographers & Printers National 
Assn. in New York is interested in 
the Phoenix map. Aside from the 
fact that most maps are printed by 
lithography, the LPNA considers 
the atlas a possible promotion tool 
for its convention next year—in 
1961 the LPNA convention will be 
held in Phoenix. 


> No matter how good a map may 
be, it cannot do its sales promotion 
job economically and efficiently un- 
less it gets quickly into the hands 
and homes of its publics. That, says 
General Drafting in its 50th anni- 
versary book, “Of Maps and Map- 
ping,” calls for a plan which should 


Mobile Printing Papers 
Shown in Swatch Booklet 


Fingertip reference to five grades 
of printing papers is a feature of a 
new swatch booklet produced and 
offered by the Hollingsworth Divi- 
sion, Scott Paper Co. 

Swatches of Mobile Vellum, In- 
dex, Ivory Tag, White Tag, and 
Cream Postcard with descriptions, 
stock sizes, and weights of each 
grade help paper users to narrow 
the selection of papers for brochure, 
covers, menus, reply post cards, 
counter and display cards, shop 
manuals, posters, car signs, utility 
bills, and other uses. 

Samples are attached by grom- 
mets in the booklet which when 
unfolded segregates the five paper 
grades. Folding the book makes it 
a pocket-size reference measuring 
4x914”. 


- for more details circle 1220, page 111 


Commercial Uses of 
Howard Du-All Shown 


A brochure telling the virtues of 
Howard Du-All as “the all pur- 
pose paper for office and business 
use” is being offered by Howard 
Paper Mills, Urbana, Ohio. 

The stock is available in sub- 
stance 20 lb. and 24 lb. in white, 
and in 20 lb. in white and pink, 
canary, buff and blue. 

The brochure features untouched 
reproduction of the 1,500th copy of 
a stencil duplicated message and 
the 400th copy of a spirit duplicated 
message on Howard Du-All. 


- for more details circle 1221, page 111 


be carefully thought out before the 
map is made. 

Cohesive promotion keyed to other 
elements of your marketing pro- 
gram is essential. It’s easy to be- 
come so enamored of maps, as well 
as other promotional material, that 
you find yourself promoting maps 
instead of your product or service. 

Another mistake is in map dis- 
tribution. Some users have a tend- 
ency to hold back on promotion, to 
sit on the supply, to ration, to “save” 
maps. Maps hidden under the count- 
er, gathering dust on a shelf or lie- 
ing forgotten in a storeroom become 
outdated before they have a chance 
to pave and pay their way. 

Well-organized promotion and 
distribution are the keys, with 
someone to see that the maps es- 
sentially help perform the function 
for which you bought them. 44 


Dimensional Cards Selling Aids, 
Inc., Milwaukee, designed and _ pro- 
duced these dimensional calling cards to 
call attention to a new address and en- 
larged quarters for the firm. 


Kit of Printed Pieces 
Offered by Linton Bros. 


The latest in a continuing series of 
“Printed Eye-deas’, this time No. 
14, is being offered by the Linton 
Brothers Division, Crocker, Bur- 
bank Papers Inc., Fitchburg, Mass. 

As usual, each specimen is from a 
commercial production run. In- 
cluded are three 8%x11” covers, 
two blind embossed, the other 
printed in six shades of red and 
black, then plastic varnished. The 
kit also contains two diecuts, a 
“zipper” envelop enclosure, a 6- 
page direct mail folder with return 
mailing card, a door-hanger, and a 
children’s menu. 

Complete production data, print- 
ing process, press, plates, ink, as 
well as grade, weight and finish of 
stock, are printed on each piece. 

Kits are available. 

+ + + for more details circle 1222, page 111 
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romekote : 


BRAN D 


CAST COATED PAPERS 


FOR THE FINEST REPRODUCTION 


The uses for Kromekote are limited only by 
your imagination. Its mirror-like surface and un- 
surpassed reproduction qualities make it the most 
versatile paper you can use. And the more you 
use it, the more uses you will find for it. Take a 
good look at the four-color demonstration on the 
other side of this sheet to see what we mean. 
Kromekote does so much more for so little 
it's no wonder it has long been the favorite 


THE CHAMPION PAPER AND FIBRE COMPANY, 


of printers and lithographers who know that 
Kromekote belongs where quality counts. See 
your local paper merchant for— 
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Thermo-Fax Announces 
New Laminating Process 


A method of laminating papers, 
letters, cards, charts, photographs 
and other written or printed docu- 
ments with plastic film on Thermo- 
Fax copying machines has been an- 
nounced by Minnesota Mining and 
Manufacturing Co. 

The new process extends the ver- 
satility of existing copying machines 
made by the firm and involves no 
special equipment or adjustments. 
The new Thermo-Fax laminating 
permits protection of frequently han- 
dled papers, prevents tampering of 
cards or identification and enhances 
appearance. 

Originals and sheets are inserted 
in the copying machines and emerge 
a few seconds later bonded with a 
transparent seal that is said to re- 
sist moisture, liquids, grease and 
smudges. 

According to 3M, the average 
cost of laminating an 84x11” docu- 
ment on both sides ranges from 9 
to 12¢, depending on quantities pur- 
chased. A document of this size can 
be laminated on both sides in less 
than a minute, the company says. 44 


Chase Manhattan Picks 
Silk Screen for Posters 


When the Chase Manhattan Bank 
wanted to feature, in 105 of its met- 
ropolitan New York area offices, 
brilliant four-color window and 
counter display posters it turned to 
the silkscreen process. 

The posters are 2x3’ reproductions 

of one of the bank’s effective “Nest 
Egg” magazine campaign ads. By 
‘printing by the silkscreen method, 
the bank was able to get an almost 
three-dimensional effect and _ to 
utilize the four 9x12” letterpress 
plates made for printing the origi- 
nal ads. 

According to Clifford McCue, 
president of Roycliff Associates 
Inc., New York silkscreen printing 
firm that produced the posters, the 
silkscreen process was selected by 
the bank and its advertising agency, 
Compton Advertising, because: 


@ The thickness of the ink film ap- 
plied by this process produces a 
more brilliant picture than any 
other color printing process; 


® The cost advantage gained 
through the re-use of the letterpress 


plates the bank had already paid 
for. 


To produce the bank posters, 
Roycliff photographed each of the 


Of special interest to: COMPANY HEADS 
ADVERTISING MANAGERS 
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7 \ Get latest facts on one of America’s fastest expand- 
ing premium devices in new full-color presentation: 
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Tells the exciting story of why and 
how so many well-known companies 
are now turning to special publica- 
tions. Shows how they solve a wide 
variety of special advertising, sales 
promotion, and good will problems 


that other types of advertising and 
advertising specialties cannot solve 
as well. If you have such a problem 
or project — and who hasn’t — keep 
this presentation on hand for imme- 
diate and future reference. 


Write for your copy to 


PRENTICE-HALL, INC. 


Special Publications Division 
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four-color letterpress plates by the 
Brightype conversion process which 
creates a negative the size of the 
plate. This was blown up on film, 
from which a contact positive of 
the desired size was taken, increas- 
ing the 120-line dot to a 40-line dot 
suitable for poster viewing. 

The film positive in turn was 
transferred to the silk screen by 
exposing it in contact with a sheet 
of sensitized gelatin which, when 
processed, sticks to the silk screen 
(in this case, a 16 double-X, 157 
mesh) and forms the final “nega- 
tive.” Color then was applied 
through the “negatives’”—one screen 
each for red, blue yellow and 
black—printing dots of each color, 
dot-on-dot or separately, to create 
the picture. 

The posters were printed with 
IPI’s 1100 series process ink for 
screen printing on 10 point Lus- 
trecote paper by Warren Paper Co., 
and mounted on 5-ply Falpaco by 
the Falulah Paper Co. 44 


Split-Second Timer in 
Line of Photo-Copiers 


A new line of flatbed photo- 
copying equipment said to be capa- 
ble of producing perfect photo- 
copies in a fraction of the time 
ordinarily required, the Rex-O-Copy 
Book Printer, has been introduced 
by Rex-Rotary Distributing Co., 
387 Park Av. S., New York 18. 

The machines are said to be 
capable of producing copies from 
documents printed on both sides as 
well as one, from magazines and 
bound books. Black and white copies 
can be reproduced from originals 
in any color, whether typed, dupli- 


Corporate Identity . . Eckstein-Stone 
Inc., New York, made this design for 
Imco Products, Huntington, N.Y., for 
use by Imco as a trademark and identi- 
fication symbol. 
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cated, or handwritten; whether in 
ink-pen or ballpoint, or pencil. 
Stamps, letterheads, embossings, 
signatures, balance sheets, layouts, 
and charts are among the items 


w 


that the products can copy, Rex-A- 
Copy spokesmen say. 

An intense light source takes care 
of the exposure within a second or 
so and the automatic rapid-develop- 
er finishes the developing of a let- 
ter-sized sheet in about eight sec- 
onds. A timing device that ac- 
tuates the light source can be set 
from one-fifth of a second to up to 
60 seconds, according to company 
literature. 

First models of the new line have 
been purchased by commercial 
firms, banks, insurance companies, 
factories, libraries, schools, lawyers, 
engineers, churches, architects, state, 
municipal and federal offices in 
more than 50 countries around the 
world. 

The line includes two models: 
Model 9 with a copying surface up 
to 9144x184” and Model 14, with a 
copying surface up to 14x21”. 44 


GBC Markets Combination 
Punching, Binding Unit 


A punching and plastic binding 
machine, combining the two func- 
tions in one unit, has been an- 
nounced by General Binding Corp., 
Northbrook, Il. 

The new GBC 12” combo punch & 
binder makes plastic binding prac- 
tical for all types of business estab- 
lishments, the company said. It is 
intended especially for offices and 
plants where binding volume may 
not require a full list of power 
equipment. Assignments for which 
the machine is especially suited are 
said to be accounting and personnel 
records, sales presentations and lit- 
erature, business reports, technical 
data, catalogs, booklets and man- 
uals. 

Designed to sell for less than $200, 
the portable machine requires less 
space than a typewriter and it is 
light enough to permit office per- 


sonnel to carry the machine from 
one department to another. 

The machine has a single control 
which sets it for either punching 
or binding. 44 


Printing Ink Color 
Swatch Book Issued 


What is described as the first 
comprehensive printing ink color 
swatch book ever made available 
for artists, printers, lithographers, 
designers and others in the graphic 
arts has been published by Color 
Swatch Inc., 80 Evergreen Av., 
Newark, N.J. 

According to the publishers, the 
Color Swatch Book contains 500 
pages of printing ink colors, over 
24,000 perforated color swatches for 
easy removal and the feature of 
two sections, one on coated paper 
and the other on uncoated paper, to 
facilitate exact color matching. 

The book is offered at $47.50 pre- 
paid, with a money-back guaran- 
tee. 44 


Manual, Directory Binders 
Offered by Recordplate 


A binder that can be used for 
rosters, directories, service manuals 
and sales manuals is being manu- 
factured by Recordplate Co., 130 
N. Fair Oaks Av., Pasadena, Cal. 

Twenty-two binder sizes are 
carried in stock, the company says, 
adding that special binders can be 
furnished to specifications. 

Colors offered include black, ma- 
roon, blue, brown, tan, green, rose, 
pastel blue, pastel green and beige. 

44 


Tour Guide . . . Warwick Typographers, 
St. Louis, has frequent visitors. To aid 
them in their tour of the company’s 
plant, the firm prepared this booklet. It 
was also sent to Warwick customers, lo- 
cated in 43 of the 50 states. 
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Cirighlele, Whiter, bolle Thetim euler — 


...and now your best paper buy, for even the most discriminating paper use. NEW FRA- 
OPAQUE, the result of scientific refinements in the basic pulp bleaching process, has improved 
formation, cleaner appearance—will highlight your printed message at the same low price 
that has made Fra-Opaque’s performance-plus utility famous. We invite you to compare NEW 
FRA-OPAQUE with any opaque... it’s a leader for stand-out letterpress or offset on the new 
shade of white that reflects the preference of today’s paper buyers everywhere. Write for free 
samples today—Fraser Paper, Ltd., 420 Lexington Avenue, New York 17, N. Y. 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK. 


CHICAGO ® MILLS: MADAWASKA,. MAINE 
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NNEWWV from 
FASSON! 


A New Pressure Sensitive Bumper Strip Material 


that comes off... a 
It’s Fasson’s new “Easy-Off Plastic-Sign’”! A tough as eas | | as it 0 p S 0 i | 
vinyl material coated with a specially developed, - 


pressure-sensitive adhesive that removes easily, 

cleanly and instantly from bumpers months after 

it is applied. There is no residue, no marring or ee ” 

staining. And being vinyl it won’t tear. ..comes A Teuly “Fool Proot” Material 
off in one piece, slick as a whistle. 1. Easy to apply — Peel off the backing, press 
Made from gleaming white 4 mil vinyl, it prints or into place. 

screens perfectly. Has exceptional outdoor weather- 2. Weatherproof — Won't fade, blow away or get 
ability. It resists most acids, alkalies, solvents, and watersoaked! 


greases; is washable, flexible and fade proof. 3. Instant clean removability — No residue, no stain- 
And best of all it is economical! Costs only a frac- ee nae eeeenert kere 


: . one Unexceiled for bumper strips, temporary signs, indoors and 
tion of a cent more than ordinary pressure sensitive . . ona 


: out, wherever easy removability is desired. Order Now! It’s 
stock. In stock now in all standard sizes. an ideal material for election signs. 


Write, wire or phone today for samples and prices. 


Address your inquiry to DepartmentA 


fausson Fasson Products 


A Division of Avery Adhesive Products, Inc. 
250 Chester Street « Painesville, Ohio « Elmwood 2-4444 


MAKERS OF SELF ADHESIVE PAPER, FOILS, FILMS, FOR CONVERTERS 
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Does Your 
Point-of-Purchase 
Stand Up in 


Supermarkets? 


In today’s crowded, stimulating, supermarket your 
display and package have a lot of competition if they 
are to catch the housewife’s eye, shopping on the run. 


By George A. Hamilton 
Advertising Department 
The R. T. French Co. 
Rochester, N.Y 


Point-of-purchase advertising has 
been around for a long time. Some- 
one hung a sign a_ considerable 
number of years before the very 
first account executive, but, unfor- 
tunately, the art still has a lot of 
problems, considering its age. 

One reason for this is that many 
people responsible for point-of- 
purchase advertising and many 
more who would like to have great- 
er control of it have not discovered 
this truth. Point-of-purchase adver- 
tising isn’t the animal that most 
people think of when they think of 
“advertising.” Here’s why. 

Most other media have two di- 
mensions. Point-of-purchase has 
three. And except for the old lady 


who is ironing while being blasted 
by broadcast, the straphangers and 
a few ambulatory billboard read- 
ers, most people being exposed to 
the consumer messages commonly 
lumped under the term “advertis- 
ing” are sitting. 

Surprise? Here’s how it is with 
p.o.p. 


> It is Saturday in July in Kansas 
City. A woman shopper in shorts 
and halter, sweat beading on every 
exposed part of her body, has just 
herded three small children across 
a melting asphalt parking lot and 
entered a supermarket. Under a 
blast of air conditioning the sweat 
congeals and she adds to her loco- 
motion problems a shopping cart 
(with broken wheel) to which the 
children may attach themselves like 
octopuses or use as a base for de- 
structive foraging operations. This 


happy family group (as terrifying 
in its way as any Juggernaut if you 
still believe in togetherness and 
throw in the old man) joins the 
general melee in the aisles. A stop 
here and there for milk, or bread 
or soda pop, a collision or two with 
other machines, then Mother wheels 
a corner, stops in the intersection 
between gondolas. Other shoppers 
fight their way around her or grip 
their cart handles in impatience. 
Mother stands now at the altar 
of all display builders, the end aisle. 
Does she see the display of peas 
(whole columns of cans)? Did she 
read the display piece that capped 
it? With luck, she had a second to 
get the message, whip her arm out 
and grasp a can. No time to read 
long copy or a complicated recipe. 
If she took the time she probably 
blocked other shoppers from buy- 
ing your product. A fraction of a 
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QUANTITY 


Photos Se// 


BULLS 


They couldn’t send sample Bulls, so 


they sent glossy photos. If you can’t 
send your product, send a photo. 


an! i, . 


GLOSSY 
PHOTOS 
QUANTITY Photos will sell for you, 
because they are QUALITY photos. 
8 x 10 GLOSSY PHOTO PRICE LIST 
Number | 12 | 25 | 50 | 100 
Price ea. | 20c | 15¢ | 12c | 9% 
Write for complete Price Catalog 


QUANTITY PHOTO CO. 


119 W. Hubbard St. © Chicago 10, Ill. 


EACH 
in lots 


of 100) 


LOOK 
AHEAD! 


“ON! "SBUNLOId VAN ‘O96TO@ 


Mr. Magoo says you can’t afford 
to be near-sighted about cancer. 
Too dangerous. Too much to lose. 
Maybe your life. 

Got to look ahead. Play it safe. 
Many cancers can be cured if de- 
tected early and treated promptly. 

Be far-sighted. Have a health 
checkup every year. It could save 
your life. 

AMERICAN CANCER SOCIETY 
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second for attention to be attracted, 
an impulse triggering story to be 
told, for a decision to be made, and 
it’s all over. 


> This is why a point-of-purchase 
program, to be effective, has got to 
be designed for the situation, not 
necessarily be “co-ordinated” with 
advertising in a sense that many 
mean it: “blow-up the print ad.” No 
agency would recommend putting 
a print ad on tv for the eminently 
sensible reason that the opportuni- 
ties and problems are entirely dif- 
ferent in the two media, but the 
same thing is done as an after- 
thought when it comes to a display. 

Opportunity is one thing that 
point-of-purchase advertising offers. 
As a rule of thumb, more than 5,000 
people pass through a supermarket 
in a week and it’s doubtful if you 


| have ever seen one of them come 


out empty handed. A display in 
5,000 supermarkets can reach 25,- 
000,000 people, at least as surely as 
they can be reached by advertising 
in a combination of women’s service 
magazines. These people are “live 
ones,” immediately able to make 
or influence (“Mommy! — I want 
Coco-Marsh!”) a buying decision 
at that instant. 


> Point-of-purchase offers the op- 
portunity of putting the force of all 
other advertising to work at the 
point-of-sale, and the point-of- 
purchase is also the last chance for 
that week. Point-of-purchase adver- 
tising offers an opportunity to help 
salesmen sell, because it builds in- 
terest in the entire promotional 
program on the part of both the 
sales force and their buyers. For, 
although it would be nice to think 
otherwise, advertising is not a con- 
crete concept to salesmen, but point- 
of-purchase is, for they live with 
it. 

A salesman’s got a carful and a 
garage full and when he uses it he 


| has accomplished something tangi- 
| ble and satisfying to him. The same 
| can be said of the trade. They like 
| and become enthused about promo- 
| tions 


with outstanding point-of 
purchase backup for they can see 
how they can use it to make money. 

Examples can be cited of impor- 
tant chains stocking an item because 
they wanted certain merchandising 
pieces and even giving display space 
without display space payments 
when offered the opportunity to 
integrate a sound program in their 
stores with manufacturers’ well 
designed display materials. The 
trade definition of well designed is 
something that excites them, regard- 
less of how close a copy of other ads 
it is. 


> You can expect a lot from point- 
of-purchase advertising. Actually 
good display can do for you these 
five things: 


1. Enthuse salesmen and the trade 
2. Get displays up in the store 


3. Advertise to a lot of people 


4. Put advertising to work at the 
point-of-sale 


5. Help move more merchandise 


But good displays must be made. 
And to make good displays doesn’t 
require a lot of talent outside of a 
good artist, a good supplier and 
the understanding that this is a 
special medium important enough 
to have ideas, layout and copy cre- 
ated and produced especially for it. 


> Along with the opportunities, 
p.o.p. has problems, including the 
recurring charge of waste. 

In the first place, it has the ad- 
vantage of flexible form, as well as 
possibilities for movement, color, 
sound or even smell to attract 
attention to sell. But it must be 
remembered that the point-of-sale 
displays cannot be reproductions of 
campaigns in other media. They 
should, ideally, express the essence 
of the campaign in other media to 
put the force of advertising to more 
effective work in stores. 

Perfume is the essence of flowers. 
It does not look or smell like its 
base, but it works, if made and used 
properly. If you remember this and 
design for the end use, instead of 
taking the easy way out, you over- 
come another problem: the fact that 
grocery buyers and merchandise 
managers throw out, or don’t even 
order millions of dollars’ worth ‘of 
display material each year, just be- 
cause they don’t like them. 

The fact that the rejected displays 
would have been knockouts from a 
consumer standpoint makes small 
difference. If the buyer says “I don’t 
like it” then out it goes. The con- 
verse is also true, and a lot of 
revolting displays have been put up 
because the buyer likes Prussian 
blue with emerald green polka dots. 
If the display has what the buyer 
likes, the display goes up in 175 
supermarkets. 

Loked at in this light, obviously 
the display must be a great selling 
tool. It must appeal to merchants 
before it will ever get a chance to 
be seen by shoppers and it had bet- 
ter appeal to the man who sells it 
before it will have a chance to be 
seen by merchants or presented with 
much enthusiasm. 

The point is this. The best con- 
sumer message in the world does 





no good at all on a piece of display 
material in the waste-bin. To keep 
it out of there and on the selling 
floor a display has got to be de- 
signed with an eye on three balls: 
the man who uses it, the salesman 
who sells it and that consumer in 
Kansas City. 


> Finally, there is the subject of 
waste. There is no more waste in 
point-of-purchase advertising mate- 
rial than in any other medium and 
there may be a lot less. 

If a display is good, there is never 
enough of it. If it is bad, there is 
always too much. On the other 
hand, the greatest ad in the world 
run in Look creates no physical de- 
mand for extra copies of the ad 
itself. Conversely, the world’s worst 
ad run in Look still results in a 
predictable demand for copies. 

A piece of point-of-purchase the 
trade hates stacks up in the ware- 
house and rots. If your display is 
better than good, the sales force is 
mad because they can’t get all they 
want. 

Overbuy, and the budget watch- 
dog says p.o.p. is a waste of money 
and can point to a stack of expen- 
sive waste paper to prove it. It is 
this tangibility that contributes to 
the cry of waste, waste, waste point- 
of-purchase. 

Good point-of-purchase has waste 
and shortage created by unequal 
and unpredictable demand. But like 
the waste of the circulation number 
who doesn’t open the book or the 
tv viewer who misses the commer- 
cial, this is a part of the cost of 
advertising in this fashion. The cure 
is not to stop advertising, but to 
sharpen ideas and techniques. 


> To sum up, displays aren’t the 
advertising most people use that 
term to define. Displays are adver- 
tising made to work under abomi- 
nable conditions on people who are 
being pushed. A display with the 
best consumer message in the world 
is wasted unless salesmen sell it 
and the trade buys it. Yet, as a 
bridge between manufacturer and 
consumer, the display is without 
peer in retail selling. 

Using this approach, creators, 
buyers and suppliers will be hap- 
pier and better rewarded from the 
use of colorful cardboard carefully 
contrived to cajole cash from cau- 
tious consumers. With the right seat 
you can hear the special music from 
a special advertising opportunity. 
Should the tune keep running 
through your head, you will find a 
nice counterpoint in the clink of 
coins in cash registers. Agencies will 
find that somewhere there is 15 or 
20% in it for them. 44 


here’s proof 


Deak sarwes 


| COFFEE 


illuminated 

signs and displays oe, —— 
PAY BIG 
DIVIDENDS! 


Countless leading companies 
have proved that Geeco signs 
increase sales and profit! 


Whatever you sell... 
however you sell it, Geeco 
signs and displays will 
deliver the same impressive 
“dollar value” results 

for you! 


Mail this coupon today for full details: 


Prove it will pay me to use Geeco merchandising aids. 
I’m interested in: 


[_] Outdoor lighted [_] Indoor lighted C] Displays 
TC] Other. silicates teil tia 


GEECO, INC. P.O. Box 361, Saint Joseph, Missouri e Phone ADams 3-3168 / TWX:ZJ8302 


Call your Geeco representative: Detroit, TR. 3-0200 + Chicago, ST. 2-8457 » Minneapolis, FE. 8-6785 
Tulsa, LU. 4-3394 + Los Angeles, OL. 5-8457 « Cleveland, WA. 1-4780 * Indianapolis, ME. 4-6609 
Des Moines, AT. 8-4889 + Kansas City, VI. 2-4933 » New York, AL. 5-1440 » Dallas, WH. 3-7573 
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Old Place for Ads . 


The old covered bridge 

is fast disappearing, and 

with it is going what was once 
a popular advertising medium. 


. The beams of covered bridges, like this 


at Newfield, N.Y., built in 1853, served as a popular place 
to call the attention of travelers to your wares and services. 


BRING BACK 
THE COVERED BRIDGE! 


By Richard Sanders Allen 


If you want to know what grand- 
pa was being induced to buy, back 
60 years ago — both for himself and 
grandma — there’s no better place 
to look than inside an old covered 
bridge. There are still over 200 of 
these rugged spans standing in New 
England, and nearly every one has 
an advertising placard or two cling- 
ing to its cobwebbed timbers, snug 
under the sheltering roof. 

The roaming advertising man of 
the past century used to hitch up 
his mare and fill his wagon full of 
placards; some simply naming his 
product, and some extolling its vir- 
tues. Then he set out, stopping to 
tack up his advertisements on trees, 
fences, barns, sheds, outhouses — 
and covered bridges. Sometimes he 
gave a farmer a free sample for the 
privilege of plastering a barn that 
closely paralleled the road. 

The gaudy signs gleamed bright 
in the spring sunshine, faded in the 
August glare, began to rot and flap 
loose in the fall rains and vanished 
entirely in the blasts of December. 


> But inside the covered bridges 
they stayed; tacked securely, dry 
and unfaded as the years passed. 
Only as the bridges themselves aged 
did the advertisements follow suit. 
And so today, within the protecting 
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confines of the enclosed spans can 
be found advertisements for the for- 
gotten patent medicines, nostrums, 
foods, tobacco, cooking ware and 
various personal services of the 
Nineties and the years before. Kick- 
apoo Indian Oil, Friends’ Baking 
Powder, Cinco Cigars, Rogers 
Stoves, Saint Johnsbury Crackers, 
Battle-Axe Tobacco; a list of them 
all would include hundreds of 
household and farm items. 
Particularly notable, and well ad- 
vertised throughout the East were 


Kendall’s Spavin Cure and Dr. 
Flint’s Powders, both beneficial to 
man’s trusty friend, the horse. These 
two products carried the fame of 
the tiny village of Enosburg Falls, 
Vt., out beyond the Mississippi and 
south to the Gulf. 


> If a covered bridge were on a 
main road leading to town, a local 
merchant was apt to place a large, 
well-painted sign on the portal, 
calling attention to his wares. An- 
other method was to use the cross- 


KENDALL” 


or to ST&BEST 


av Ey, 


wT a BT 


Sign Collection 
Taken from covered 
bridges, these prove 

that the medium was 
selective enough to 
reach horse owners. 
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A legend comes to life on latex coated paper 


March 1, 1942. An icy ski slope in northern Michigan. The eyes of 20,000 fans turn toward youthful 
Torger Tokle. He already holds the American ski-jump record for distance. On his first jump at today’s 
meet, he sets a new local record for Iron Mountain. On his second jump, Torger faces double danger: 
a cracked ski and the need to jump onto flat ground, beyond the usual landing incline. Down the chute 
at 70 miles per hour . . . then the take-off into flight. Farther than any skier in the Western Hemisphere 
had ever jumped, Torger deftly soars . . . to a record leap of 289 feet! Courage and determination to 
achieve better performance made Torger Tokle a great American skier. And better 


performance makes Dow Latex 630 an outstanding material for use in 
coating printing papers. For reasons why, turn the page. 


pe 


 - 
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LATEX 


lesa) 


COATED 


Performance counts... 


in sports and in printing 


An immigrant from Norway, skier Torger Tokle won 

42 of 48 meets in the United States . . . always turning in the 
longest jump. World War II kept him from international 

sports competition. But in combat, before enemy fire claimed his 
life, the 25-year-old ski trooper continued to deliver 


courageous performance. 


For printing paper performance that assures clean, sharp 
reproduction—like the colorful painting of Torger Tokle—look 
to coatings made with new Dow Latex 630. These coatings 

make possible remarkable paper uniformity . . . a direct result of 
Dow Latex 630’s excellent mechanical stability, superior 

pick resistance and excellent starch compatibility. 

For more information about coated papers made with Dow 
Latex 630—offset or letterpress, gloss or dull—check 

your paper supplier or write THE DOW CHEMICAL COMPANY, 


Midland, Michigan, Coatings Sales Department 1937. 


DOW 


THE DOW CHEMICAL COMPANY e MIDLAND, MICHIGAN 


This four-color, 150-line screen reproduction 
is printed on 100-lb. offset enamel. 





On the Outside . . . As on this bridge 
at Windsor, Conn., replaced in 1916, 
the outside seemed to be a good place 
to remind shoppers on the way to 
market. 


timbers inside the bridge for a 
progression of signs in the manner 
later made famous by Burma-Shave. 
In those days, the jolting occupants 
of a buggy, as they passed through 
the long wooden tunnel, might turn 
their eyes upward to read, on suc- 
cessive beams: 
“Penniman’s...... Cor. B’way 
Ladies and Gents 
.... Clothing Shoes, Too!” 
Auctions, fairs and stock sales 
advertised in covered bridges. One 
well-preserved notice proclaims a 
“Mammoth Going-out-of-Business 
Bazaar” to be held on May the 
Fourth, 1872, for example. There 
are doubtless older announcements. 
The county fair, an annual event, 
had to be careful about its ads in 
the bridges. One Vermont family 
went to the famed “Tunbridge 
World’s Fair” a week too late as a 
result of reading last year’s poster, 
still bright and inviting in a bridge 
they crossed but occasionally. 


> As for color, the circus reached 
the zenith in covered bridge adver- 
tising. The advance man for the Big 
Top usually chose the weather- 
boarded wall spaces just inside the 
entrances for his full-sized posters. 
Sometimes the display was a gigan- 
tice numeral of the date the circus 
was to play, but more often small 
boys were regaled for years there- 
after with the peeling, faded tatters 
of a poster with lions aned tigers, 
hippos, painted clowns, or some 
beautiful damsel on the aerial tra- 
peze, clad in shocking pink tights. 

There were even advertisements 
which reflected the times, such as 
the broadsides plastered on the in- 
terior trusswork which enticed 
country girls to seek the “Ample 
Wages and Short Hours” of the Big 
City’s shirtwaist factory. 

Large bridges, with well-boarded- 
up sides, were sometimes used as 
billboards, provided they stood at 
an angle which was notably visible. 
A favorite setting was parallel to an 
open railroad bridge, where the 
travelers on “the cars” could be 


DEMONSTRATES AND SELLS! 

3-D products display for Curvallure 
by Jantzen ... puts drawer stock 
on display, brings it alive for greater 
see and sell. 


WE HAVE THEM! Dealers use this 
3-D color sign to remind customers 
they stock Walworth values. 

Sells hard-to-display, bulky, “back 
room” merchandise easily. 


THIS IS IT! 

Eye-compelling, Anheuser-Busch 
designed, K-C-S produced brand 
identification sign in brilliant color 
and bold dimension wins more 
customers for Budweiser Beer. 


A “fast sell’ K-C-S sign or display puts merchandise-moving power 
to work where you want it... to help reduce inventory, to spur sales, 
to seek out and sell more customers — fast! Put the unique K-C-S 
brand of know-how and know-what to work for your product NOW! 


SIGNS »« MERCHANDISERS + DISPLAYS + PLAQUES 
Kirby-Cogeshall-Steinau Co., Inc., 606 E. Clybourn St., Milwaukee 2, Wis. 
Vv 








YOU ARE 
SELLING 


24 HOURS WITH} ® 


Litho or screen process... 

Any shape, size or type... 

Plain or reflectorized... 

Volume production Oe 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 
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Gotta 


Sign Problem? 


OUTDOO 


Sign Crafters, and their affili- 
ated companies, Plasti Signs, 
Inc. of Evansville and Neon 
Art Signs, Inc. of Louisville, 
offer a complete service to the 
quantity and individual sign 
user—everything from adver- 
tising clocks to extensive 
national dealer identification 
programs. The combined organ- 
izations have complete facilities 
for all types of electrical sign 
production. 


Write today for complete in- 
formation. Ask about our Sign 
Rental Program. 


Sign C 
OLO South Kentucky Avenue 


| Tet aati (oem Bale l rial 
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rafters, Inc. 


reminded to be sure and patronize 
a store in the city which they were 
approaching. 


> Perhaps the acme in advertising 
was reached by a religious group 
many years ago. The covered bridge 
they used stood at right angles to 
the foot of a steep and treacherous 
hill. The members painted a sign on 
the portal in impressive lettering 
some three feet high, reading: 
“TURN OR BURN!” 44 


Time-O-Matic Sign Folder 
Describes Copy Changer 


A descriptive brochure on the 
many applications of the electrical 
copy changer has been released by 
Time-O-Matic Inc., Danville, Ill. 

The brochure points out that the 
changing copy feature in a sign is 
not only excellent for attracting at- 
tention but it also means the adver- 
tiser can have new or timely mes- 
sages to fit special campaigns or 
seasons. 

The copy changer controls illu- 
minate the lamps showing each mes- 
sage in a pre-set sequence and at a 
predetermined time interval. The 
message can remain in view for as 
long as several days or it can be il- 
luminated every 5 to 10 seconds 
with a 1%4-second “dark” interval 
between changes. 

The unit can combine time, tem- 
perature and weather forecast dis- 
plays to make the advertiser’s sign 


Set tency ae 
SOR re, 6 **™ 


Foe 


Standard Helps Get Out The Vote . 


or spectacular a community viewing 
center. 

Copies of the brochure are avail- 

. for more details circle 1203, page 111 


Three New Faces Added 
To Cut-Out Letter Line 


Users of Graforel dimensional 
cork letters have three new faces 
for their design-planning files, ac- 
cording to their distributor, Grace 
Letter Co., New York. 

Designed for use in signs, dis- 
plays, exhibits, etc., the new faces 
are called Ogam, Scope and Gladi- 


us. 


© Ogam . a slightly condensed 
gothic face with upper and lower 


SCOPE 
OGAM 


case letters available. Sizes, 13/16” 
and 2” high. 


@ Scope . an extra heavy ex- 
tended sans serif face available in 
upper and lower case. Sizes, 1” and 
an 

© Gladius 


a medium weight 


. . Early start of election fever was promoted by 


Standard Oil of California with colorful voting balloons. Standard gave out 5,000,- 
000 campaign balloon kits at Standard and Chevron dealer stations in 7 states. 





face similar to Copper Plate Gothic 
with just a trace of serifs. It comes 
in upper case only in 1” and 2” al- 
phabets. 


Each of the new faces has numer- 
«ls and punctuation. The Graforel 
letters are cut from compressed cork 
and are ready-gummed for mount- 
ing on practically any surface. Over 
228 alphabets are offered in sizes 
ranging from 3/16” to 6”. They can 
be painted, sprayed or used in the 
natural cork color. 

A catalog is available. 

+ for more details circle 1204, page 111 


Radiant Develops New Ink 
For Adhesion to Plastic 


A fluorescent silk screen ink, spe- 
cially formulated for adhesion to 
plastics, has been introduced by 
Radiant Color Co. 

Marketed under the name of 
“Velva-Glo A-D-5,” the new ink is 
a quick-drying ink for silk screen- 
ing on polystyrene, cellulose acetate 
and matte finish vinyls. According 
to the company, the ink gives a bril- 
liant, long-lasting bond of color to 
plastics, making it excellent for de- 
cals. It provides coverage similar to 
the standard Velva-Glo fluorescent 
silk-screen inks and retains fluores- 
cence indefinitely when used in- 
doors and for 120 days or more 
when exposed to direct sunlight. 

A technical bulletin, giving com- 
plete instructions for applying this 
new ink to plastics, is available from 
Radiant Color Co., 830 Isabella St., 
Oakland 7, Cal. 44 
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80 do diamonds!” 


Quality Message . . . Stahl-Meyer Inc. 
conveyed its ‘higher-priced but better’’ 
message with this full-color display of 
Judge Ferris, their tv character. Display 
included an actual can front and neck- 
lace of simulated diamonds. 


Design by 
Thomson-Leeds Co., 


New York. 








Don’t get caught 
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st your 
product at the 


point-of-sale 
with 


MEYERCORD 


Pressure 
Sensitive 


: DECALS and 


Do you want to get 
more of your signs “up” 
at the Point-of-Sale? 
Naturally! The big question % | 

.. how? Hundreds of PA 
leading national and regional 
Point-of-Sale advertisers have 
found the best answer in years 

..in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressur 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It’s simply 
a few seconds’ task to install Meyercord 
Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 
doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 

. Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 

and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a 
line . . . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to 
promote the “new look” at the Point-of-Sale. 
No obligation, of course. 


the MEYERCORD co. 


Dept. X-207, 5323 West Lake Street, Chicago 44, Illinois 
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Meet 
McCormick Place 


Welcome to Chicago’s new 
exposition hall, which has many 


boons for exhibitors. 


a . 
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y Robert B. Konikow 
AR Managing Editor 

Exhibitors, whether they be ad 
managers, sales promotion man- 
agers, or just ordinary salesmen 
who must man the booth during the 
long, weary hours of an exposition, 
have long been used to operating 
in a hotel ballroom, in a converted 
arena, or in a borrowed armory. 
Actually, they have so long been 
accustomed to working in a build- 
ing that was designed for anything 
else besides exhibits that when they 
first visit Chicago’s new McCormick 
Place, they may receive the shock 
of their lives. 

For McCormick Place, which is 
the official name of the so-long- 
awaited lakefront exposition cen- 
ter, is probably the first exposition 
hall in the country to be designed 
specifically as an exposition hall, 
rather than as something else which 
might possibly be used for exhibits. 
In planning the floor arrangements, 
the utility schemes, even the loca- 
tion of the rest rooms, the func- 
tioning of the building as a center 
for exhibits was the first consider- 
ation; everything else was built 
around this. 

This sounds simple, but it is so 
simple that nowhere else has it 
ever been put as fully into effect. 
Other halls have had exhibits in 
mind, but their arrangements have 
invariably been the result of a com- 
promise between the use of the 
space for exhibits and for basket- 
ball, or dance or meeting room or 
banquet room. 


> As this is written, the first exhibit 
in the new building is about a 


DO A 
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month off. This article will be in the 
mails just a day or so after the first 
event in McCormick Place—The 
Modern Living Exposition and 
Flower Show—will begin to draw 
what the management hopes will 
be a steady stream of visitors. The 
first business exposition—as con- 
trasted with a public event—will 
be held in the first week of January, 
when the National Houseware Man- 
ufacturers Show will hold its winter 
session. 

It’s a little hard to explain in 
words and figures the effect this 
building should have on exhibit de- 
sign, and on the whole approach 
of the exhibitor towards his par- 
ticipation in shows to be held there. 
Nevertheless, one must start with 
words and figures to begin to get 
a concept of the structure and of 
its size, and there’s no better way 
of doing it than to state some of 
the physical facts baldly and bluntly. 


©@ The exhibit area, all on one level, 
is more than 300,000 square feet, ap- 
proximately the size of six football 
fields. 


® The building itself is 365x1,180’, 
covering almost 10 acres of a 30% 
acre plot. 


® Motorized walls can divided the 
space into three separate exhibit 
areas, each with its own entrance 
from outside, its own restrooms. 


@ At one end of the building is a 
theater with more than 5,000 seats, 
capable of handling any produc- 
tion recently staged. 


@ On the lower floor are 23 meet- 
ing halls, an assembly hall and an 
art gallery. 


Lake Michigan 


e A restaurant seating 650 an 
cafeteria with a capacity of 1,800 
meals an hour overlook Lake 
Michigan through a floor-to-ceil- 
ing glass wall. 


® The ceiling height in the areas 
between the outside walls and the 
two rows of pillars goes from 29’ 
to 32’; in the major exhibit area, 
between the rows of pillars, the 
ceiling is 40’ above the floor. 


e For constant lighting, the ex- 
hibit area has no windows, but an 
overhead luminescent ceiling fur- 
nishes floor-level illumination of 50 
foot candles. 


@ The entire building, with its 36,- 
000,000 cubic feet, is air conditioned. 


e Fifty trailers can unload simul- 
taneously at exhibit floor level, 
while other trucks can drive di- 
rectly to the booth. 


e All utilities can be reached 
through sub-floor traps, never fur- 
ther than 35’ from any spot on the 
exhibit floor. 


>’ One could go on like this for 
pages, but these become facts piled 
upon facts, with really no new in- 
formation imparted. The building is 
planned well, with the needs of ex- 
hibitors firmly in mind. To para- 
phrase the architects, it is a ma- 
chine for exhibiting. But because 
it is a machine, exhibitors and ex- 
hibit designers must learn to use 
it properly, and this learning will 
affect exhibitors in a number of 
ways. 


1. Location . . The importance of 
location is minimized. Since a large 
show will have three entrances, 


Floor plans courtesy of the Chicago Tribune 
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Prefabricated displays 
of incredibly easy 
assembly, versatility 
and exceptional custom 
styling .. . all at mass 
production prices. 


My 


WA 
y 


La 


For more information send 
for our new ‘“‘Wizard’’ H-Frame 
catalog and spec sheets 


HAAS 
baa DISPLAY INC. 
+ Dept. AR 

3011 Third Ave. So. 


Minneapolis, Minn. 


Z 
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Ah 
EXHIBITIONISTS 


Anyone Gag be an exhibitor—it’s the show-off 
who gets the attention! This handsome, ready- 
to-assembie stand will show off almost any- 
thing beautifully, colorfully, economically. 
Price $34.00, f.0.b., Louisville, Ky. 

Ten percent discount, for six or more. 


%* For Photos, Charts, Posters 
%* Requires only 20 by 46 in. of floor space 
* Offers 34 sq. ft. of usable display area 


%* Two-minute assembly or knock-down—folds 
flat for storage 


%* Reversible, painted hardboard panels—2 
white, 1 yellow, 1 orange. Charcoal frame 


* 45 by 75 in. overall, panels 42 by 29 in. 


S & W DISPLAYS 
2040 Commonwealth Bidg. * Louisville, Ky. 
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each of which can be used, visitors 
will tend to be distributed, and 
those heading for a specific booth 
will use the nearest entrance. With 
the restrooms and the eating fa- 
cilities on the opposite side of the 
entrances, there should be a natural 
flow of traffic across the exhibit 
hall. 

If the auditorium is used for 
events connected with the exposi- 
tion, it is likely that the nearer 
booths, or those towards the south 
end of the hall, will attract a some- 
what heavier flow of traffic. This, 
however, should not be as great an 
unbalancing factor as currently exists 
at other exposition halls. 


2. Height and cubic content. . 
The almost complete absence of 
pillars, the larger than usual ceiling 
heights and their clean lines, can 
permit a more flexible design, in 
three dimensions, than is usually 
possible. But remember that the 
rules for exhibit design are gen- 
erally made by the show manage- 
ment, not the exposition hall peo- 
ple. If show managers take the 
easy way out, and simply reprint 
the rules that they have used in 
earlier years, at older auditoriums, 
they will not be taking full advan- 
tage of the hall’s design. But address 
your complaints to the sponsor, not 
to the building. 

The 8’ rule should not apply, nor 
need the rule that forces designers 
to stay close to the back wall, but 
there is no guarantee, other than 
the pressure of exhibitors, that the 
rules will be written so that design- 
ers can take full advantage of the 
building’s capabilities. 


3. Lighting .. This is an important 
factor in developing a design for 
use at McCormick Place. Your de- 
signer must remember that the 
lighting at floor level is 50 foot- 
candles, and that, for your informa- 
tion, is a little brighter than what 
is currently used in the better and 
newer office buildings. That means 
that there need be no concern 
about the general lighting of your 
stand. 

You need not spend money just 
to make things visible. Leave this 
to the over-all lighting supplied by 
the hall. What you will need is 
lighting to highlight, to dramatize 
your stand. You will have to con- 
sider colored lights for special 
effects, spotlights for major points 
of interest. In other words, you will 
have to approach your lighting plan 
as does the designer for a theatrical 
production. Your lights will be, in 
a word, theatrical. 

As a matter of fact, there will be 
times and places when you will 
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Handy to the Loop. . . This map, drawn 
by the Chicago Tribune, shows the rela- 
tion of the hall to other Chicago land- 
marks. Special buses will serve the hall. 


want to consider the possibility of 
using darkness as a design tool. 
You may have to shade off from 
the over-all lighting, areas in which 
lighting is not desired. For example, 
if your display includes a rear- 
screen projector, you may find that 
unless you build enough of a shad- 
ow box, your picture will lose bril- 
liance. Or a display of lamps will 
seem washed out if the lamps are 
not protected from the brilliance of 
the ceiling lights. 

To summarize, save on over-all 
lighting, and spend your savings on 
dramatic lighting. 


4. Timing . . Your arrival and de- 
parture from McCormick Place 
should be easier than you have ever 
found it elsewhere. Not only is 
there ample loading dock space, at 
truck floor level, but trucks can 
also be driven directly to your 
booth space. 

Crate recovery, so often a head- 
ache at expositions, promises to be 
simple. Each exhibitor will be de- 
livered as many wheeled platforms 
as he needs to hold his empty 
crates. Before the show opens, a 
tractor will pull away from the 
skids. 

During the show, the crates will 
not be touched, but will remain on 
the skids, so that when it is time 
to break down the show and re- 
pack, the crates may be returned 
with the minimum of rehandling. 
Everything you put on your skids 





MARKETING 
through EXHIBITS 


takes many forms 


...all aimed to SELL 


Illustrated here are a few of the many 
forms exhibits can take in helping market 
your products. They also illustrate versa- 
tility...the varied skills, techniques and 
experience that General Exhibits brings 
to every exhibit problem. 


Let us prove that this label 
only a mark of quality—but a guarantee 


of successful results for your 1961 Trade 
Show Exhibits. 


Write or call—our recommendations will 
follow. 


GOLD MEDAL WINNER — Partial view of United 
States Exhibit, 1960 Damascus International Trade 
Fair, designed by General Exhibits and Displays Inc. 


eneral 
exhibits 

& displays 
ine. 


2100 N. RACINE AVENUE 
CHICAGO 14, ILLINOIS 


PHONE EASTGATE 7-0100 


TEACHING DEVICE—For sales 
schools of Link-Belt Crane shovel 
distributors...it explains flexibil- 
ity and power flow of urique full- 
function design. Exhibit at left 
has plastic gears with clutches, 
power driven and synchronized 
with lighting and descriptive cap- 
tions—all operated by actual con- 
trol stand that also actuates cor- 
responding hydraulic clutches on 
actualequipment at right. Exhibit 
also used at trade shows. : 


NATIONAL SHOWROOM — 
This Circular Kitchen was a fea- 
ture of General Electric Co. Mer- 
chandise Mart 7,000 sq. ft. show- 
room for major appliances at 
January, 1960 Furniture Market. 


TRAILER EXHIBIT— Used by 
The Dow Chemical Company to 
show and sell Chemically Engi- 
neered Building Products to 
architects and builders through- 
out the country. 


A SODA FOUNTAIN is used by 
Mead Johnson & Co. to sample 
a new medical product in 8 differ- 
ent flavors... proving pleasant 
taste to doctors who will prescribe 
it. Used in medical convention 
exhibits. 


CUTAWAY, animated Interna- 
tional truck engines are used to 
show quality workmanship and 
engineering refinement to pros- 
pects, dealers, salesmen, univer- 
sity engineering students. ‘“‘Seeing 
is believing.” 


TRADE SHOW— Exhibit used 
by The Dow Chemical Company 
to introduce DOWGARD, a new 
automotive product. Also used at 
distributor sales meetings. 


SALES MEETING Stage Set— 
for the Santa Fe Railway —Today 
theatrical and exhibit techniques 
are often combined for dramatic 
and forceful product presentation 
at Sales Meetings. 
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FLEX~SHO Displays 


are comparable to CUSTOM-MADE 
units, yet sell for MUCH LESS MONEY! 







Select components to fit 
your space requirements and 
budget 

All parts can be assembled 
in minutes without tools 


Give your next display a distinctive treat- 
ment. Personalize it with such FLEX-SHO 
components as: 


Translite Boxes 


Cabinets with 
Sliding Doors 


Woodslat Drapes 
Extra Insert Panels 
Planters 
Header Panels 


Shelves 
Send for illustrated brochure 


HARTWIG DISPLAYS 
1325 N. Van Buren 
Milwaukee 2, Wis. 

A 3646 N. Broadway Chicago 13, III. 

g:: -. 5029 Waggaman CL. McLean, Va. 

2426 W. Lake Ave. Ocean Side 

Long Island, N.Y. 
















ANNOUNCING 


15th Advertising Essentials & 
National Sales Aids Show 
March 27, 28, 29, 1961 
HOTEL BILTMORE, NEW YORK 
Average annual registration of 
8,372 


Write for guest tickets or 
Space availability to — 
Thomas B. Noble, Chairman 


Advertising Trades Institute 
135 E. 39th St., N.Y.C. 16 LE 2-9921 





CRASH 


through the sales resistance 
barrier! 
may be too busy to see your 
representatives today can be 
analyzing your sales message 


AR 
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The executives who 























| delay 


will be returned to you, just as you 
put it there. 


5. Utilities . . All utilities—elec- 
tricity, gas, water, air, steam, drain- 
age—run beneath the floor of the 
main exhibit area. Portholes, no 
more than 35’ from any spot, pro- 
vide access to them. 

To make hooking up simple, there 
is a special mezzanine floor, just 7’ 
beneath the main floor, and avail- 
able oniy to workmen. Without in- 
terfering with activity above, they 
can do what need be done. Man- 
agement estimates that no show 
will require all the facilities avail- 
able. This will permit one show to 
be set up while the previous one is 
operating, cutting to a minimum the 
in getting the new show 
ready to go. 


6. Labor .. This is, of course, a 
ticklish subject and one on which 
it is dangerous to predict. The ex- 
position industry, with its need for 
specialized skills, its irregular work 
patterns, its too-frequent peaks, and 
its tight deadlines, can always ex- 
pect pressure from labor pushing 
up rates and exacting conditions 
that tend to increase costs. 

But management here reports 
that the unions have been very co- 
operative, have recognized the im- 
portance to Chicago and to their 
members of having a continued rep- 
utation as the “Exposition Center 
of the World,” and have cooperated 
fully. In addition, the design of the 
building has tended to relieve some 
of the pressures that increase the 
bargaining power of unions. As far 
as possible, the conditions are right 
for minimizing labor costs. 


Only actual experience, of course, 
can prove the point, but all indica- 
tions are that the optimism is not 
unfounded. 


> To summarize, this is a startling- 
ly new building, and the exhibitor 
who assumes that any exhibit 
stand, designed for use in other 
halls, can move to McCormick Place 
without change, is in for a shock. 
The thinking will have to be from 
the ground up, and the designer 
who takes into consideration the 
special facilities of this exposition 
center will be the one who gets the 
maximum effect at the minimum 
expenditure. Or to put it another 
way, don’t spend your exhibit 
money where it isn’t needed and 
where it won’t show. Use it to en- 
hance the design and increase its 
attractiveness, and you'll be ahead of 
your lazy neighbor. 44 


Hotel Roster Describes 
Convention Facilities 


An international listing guide to 
hotels with convention facilities is 
available from the Hotel Sales Man- 
agement Assn., Atlantic City, N.J. 

Restricted to hotels with mem- 
bership in the HSMA, the guide 
booklet lists each, alphabetically by 
city and state and gives the num- 
bers of rooms, the telephone and 
teletype numbers and the names 
and titles of the hotel management. 

An optional supplemental, 5-line 
description of the hotel is often in- 
cluded giving such information as 
the amount of exhibit space, res- 
taurants, and parking facilities. 

Copies are available at $1.50. 44 





Winning Exhibit . . . The Empire of Iran was awarded first place for excellence in de- 
sign of a national pavilion at the International Trade Fair at Chicago’s Navy Pier. The 
award was made by the Industrial Designers’ Institute. Winning exhibit wos designed 
and built by Hartwig Displays, Milwaukee and Chicago. 








This is International Paper’s 
Champlain, Coated Offset 


(it gives brilliant reproduction for volume lithographic work) turn eace » 
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Greetings 


What you should know about CHAMPLAIN COATED OFFSET 


—newest member of International Paper’s leading family of fine papers 


ry we PAPER you hold in your hand is 

| not an expensive enamel. It is totally 
new Champlain Coated Offset. Its low 
cost makes it ideal for profitable volume 
work on closely figured jobs. 

New Champlain Coated Offset is a 
high-finish paper. It is coated by a pre- 
cision engineered formula that provides 
a level, uniform surface. A smooth print- 


ing surface that gives improved definition. 

This press-worthy paper has a high 
bulk vs. weight ratio, a high degree of 
opacity, quick drying properties and fine 
folding qualities that also make it ideal 
for economical volume offset printing. It 
is excellent for resort folders, seed cata- 
logs, house organs, inserts, envelope stuff- 


ers, mailing pieces—any job where qual- 


ity and low cost are important factors. 

Ask your paper merchant for samples 
of new Champlain Coated Offset and its 
companion paper, new Saratoga Coated 
Book for letterpress. 

Your paper merchant will also be glad 
to give you information about the other 
printing grades in International Paper’s 
leading family of fine papers. 


INTERNATIONAL PAPER 


FINE PAPER DIVISION .- NEW YORK 17, N. Y. 








Detroit’s Bid for Business . 
bid for expositions with its new center, here seen during its 
opening event, the National Automobile Show. The main hall 


. The Motor City makes a strong 





is in the background, with its roof covered with parked cars, 
which have driven up the spiral ramp just behind the far cor 
ner. The circular building is the arena, not yet open. 


...andad Copo Hall, too 


Detroit is making a major bid for exhibitions with Cobo 
Hall, which drew more than a million people to the 
city’s first National Automobile Show 


By Haviland F. Reves 


A huge, virtually obstruction- 
free, generously lighted and serv- 
iced exhibit area, flexible in both 
size and use, and readily accessible 
by all transportation facilities is 
offered by the new $54 million Co- 
bo Hall in Detroit. Size alone made 
it possible for the National Auto- 
mobile Show to adequately include 
both trucks and suppliers for the 
first time, in the 1960 show. 

Four separate exhibit halls are 
available—about 100,000 square feet 
each, ranging from 95,500 (Hall A) 
to 104,000 (Hall D). Most important 
is the availability of A, B, and C 
as a single vast hall of some 300,000 
square feet, 715x405’. The separat- 
ing lift curtains may be operated 
in 60 seconds. 

This large hall area is broken by 
only ten visible columns—of which 
four are at the lift curtain wall po- 
sitions. These are in two rows 240’ 
apart, with columns spaced 120 
apart (90 and 75’ respectively from 
the end walls). Ceiling height is 30’, 


except for narrow strips at the two 
dividing walls which are 24’. The 
floor-loading weight is 400 pounds 
per square foot. 

Hall D is on the first level, A, B 
and C on the second—both levels 
have separate’ street-level en- 
trances and shipping docks. The 
lower hall is 420x240’, with a ceil- 
ing height of 18%’ and floor load- 
ing capacity of 600 pounds per 
square foot. Octagonal supporting 
columns here are spaced 60 apart. 


> Utility services are provided for 
every type of exhibit. Combination 
mechanical service outlet boxes, 
470 of them, are spaced so that a 
box is available for every 15x15’ 
area. These boxes provide for wa- 
ter, compressed air, gas, and drain- 
age in each. 

Electrical outlets are similarly 
positioned to provide service to all 
booth positions, with some 6,000 in- 
stalled in the building. Cables pro- 
vide 10,000 KVA capacity. Trans- 
former capacity, in three units of 
7,500 KVA capacity each, provides 


ample overload protection. 

“House lighting is of such high 
quality that individual spotlights 
and other means of lighting are 
rarely needed,’ says Stephen T. 
Kish, executive director. Cool white 
fluorescents in the ceiling provide 
shadowless lighting of 130 foot can- 
dles at floor level. For special dis- 
play effects, however, 500 watt in- 
candescent spots are available in 
the ceiling—every 8’ in A, B, and C, 
every 15 in D. 

A separate central control room 
monitors temperatures, with certain 
area thermostats adjustable from 
this position. Exhibit areas are fully 
air conditioned. Carbon dioxide 
level in the parking and expressway 
areas is monitored from this room 
also, and the fire protection system 
is supervised from here. 

Loading docks provide space for 
12 trucks on the lower and 11 on 
the second level. The use of inside 
ramps makes delivery by truck di- 
rect to the exhibit booth site feasi- 
ble, provided suitable scheduling of 
incoming and outgoing shipments is 
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planned. Clearance for trucks inside 
the building is 1642’ width by 20’ 
height. The same clearance applies 
to exhibits brought in. 


> The site is on the Detroit River, 
with docking facilities adjacent, 
right in the Civic Center and the 
downtown area. All railroad termi- 
nals are within a mile. The central 
bus terminal and the airport bus 
terminal are within walking dis- 
tance, as are all downtown hotels. 

Access by highway is especially 
good, with one major expressway, 
linked with the Interstate System, 
leading directly into the building. 
Parking area is provided on the 
roof for 1,150 cars; in three nearby 
underground garages for 1,724; in 
an attached open lot for 400; and 
in nearby lots and garages for at 
least 4,000 more. A section of the 
roof is equipped for helicopter serv- 
ice. 

The open parking lot area adja- 
cent provides added display space 
for special exhibits requiring more 
than the 30’ height. 

General building facilities are 
generously provided. Elevators, es- 
calators, stairways, and ramps are 
all utilized. Sectional meetings may 
be held in 32 meeting halls, with 
capacities from 80 to 1,250 persons. 
Three restaurants are available 
coffee shop seating 200, open at 
all hours; cafeteria for 1,500; and 
banquet hall for 2,800—also usable 
as an auditorium seating 4,500. In- 
vestment in kitchen equipment is 
$379,600—with a capacity for con- 
tinuous delivery of 4,000 steaks an 
hour. Press rooms and special rooms 
have windows overlooking exhibit 
halls. A 1,000-capacity room is 
equipped for motion picture use. 


> The convention arena, opening in 
March, will supplement Cobo Hall. 
This has 9,600 permanent seats in 
a three-level horseshoe arrange- 
ment, and up to 4,000 temporary 
seats, accessible from all three 
floors of the main hall. It may be 
used for any type of meeting or 
arena event, including ice shows. 
The removable stage is 40x40’. 
Cobo Hall is city-owned-and-op- 
erated, with policies designed to 
make it attractive for exhibitors and 
visitors to come to Detroit. Basic 
legal regulations apply, with some 
flexibility to meet special condi- 
tions. Fire and other regulations 
are cleared for exhibitors by show 
management. Special 24-hour beer 
and wine permits may be issued. 
Food and beverages for consump- 
tion on the premises may be sold 
only by established concessionaires, 
but exhibitors may distribute their 
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Cobo’s Floor Plan 


».. The three halls, all on one level, can be combined by raising 


the two lift curtains. The fourth exhibit hall is about the size of Hall C, and directly 
underneath it. The spiral ramp on the left leads to roof parking. 


own products gratis, and, under ap- 
proval, may sell them for consump- 
tion elsewhere. The use of paper 
decorations is prohibited, but a 
limited amount of heavy cardboard 
is allowed. All draperies, etc., must 
be flame-proofed. Liquefied pe- 
troleum gas use is not allowed. 


> All labor for erection and dis- 
mantling of exhibits and general 
service in the building is channeled 


Glamor Exhibit Ideas 
Offered by Maxwell 


The possibilities of personalities 
and pulchritude as glamor acces- 
sories for your exhibit or sales pro- 
motion are described in a folder 
from Maxwell Associates, Collins- 
wood, N. J. 

If your exhibit could do with a 
beauty queen, a pretty girl (apt 
with a Polaroid) to take pictures of 
booth visitors, etc., this company can 
furnish them plus a variety of other 
attention-getters including: 
® Radio & tv personalities 
® Hollywood searchlights 
e Advertising balloons 
@ Fashion, photographic and com- 
mercial models 
@ Pitch pak displays 
® Closed circuit tv and video tape 
facilities 


through the Building Service Desk. 
Rates are designed to be compet- 
itive both nationally and _ locally. 
Typically, the figure is $6 per hour 
for most tradesmen, as carpenters, 
plumbers and riggers. Full schedule 
of rates is available for informa- 
tion. Incidentally, rental rates are 
kept competitive—at 20¢ net per 
square foot, to the show management, 
which of course determines the in- 
dividual exhibit rate. 44 


The Maxwell folder 
each of the promotion 
available from the company. 

. for more details circle 1201, page 111 


describes 
services 


Portable Tile Flooring 
Developed for Exhibits 


Rubber tile flooring, which can be 
assembled and disassembled with 
the rest of the exhibit booth has 
been introduced by Crown Rubber 
Co. 

Designed to be put down in in- 
terlocking pieces, “Self-Lox” is a 
marbleized rubber tile that can be 
walked on as soon as it is in place, 
with no need of adhesives. 

An instruction sheet showing how 
to order and assemble it is available 
from Crown Rubber Co., 1615 Crog- 
han St., Fremont, Ohio. 44 





FAMOUS LAST WORDS No. (13) 


“WE OUGHTA HAVE A MOBILE SHOWROOM ” 


SEY YYZ 
an 


CO “WG ej) 


.-- YOU SURE “OUGHTA” 


There’s a limit to what a salesman can do personally in 
carrying an extensive merchandising program to the trade. 
That’s why more and more companies are putting their 
“sell” on wheels—in the form of traveling showrooms 
which give their salesmen much better control of a 
sales presentation. 

Armstrong Cork Company, for example, recently com- 
missioned GRS&W to design and build interiors for 22 
traveling showrooms. Right now, these mobile display 
units are touring the country bringing Armstrong’s out- 
standing merchandising program directly to the door- 
steps of 20,000 retail dealers. By having all the sales and 


CSRS &W 


5875 CENTRE AVENUE, 


merchandising aids, presentation equipment and actual 
products all in one central location, the salesmen are able 
to deliver the sales message in a much more efficient and 
convincing manner, 
GRS&W has constructed many mobile 
showrooms for clients with vastly dis- 
similar products and objectives. We'll be 
glad to discuss how this important me- 
dium can fit into your sales promotion 
program. 
Send for interesting case history 
stories on “‘Traveling Showrooms.”’ 


exhibits and 
displays 


PITTSBURGH 6, PENNSYLVANIA 
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Big Musical Production . . 


. Highlight of the National Motor Show was the C&W- 


produced musical, seen by thousands who stood to hear Julius La Rosa and Betty 


Ann Grove. 


Why Cunningham and Walsh 
decided to act as 

its own producer for 

a musical for the 

Wheels of Freedom 

at Detroit’s National 

Motor Show. 


An Agency Produces a Musical 


By Tom De Huff 

TV Producer and TV account supervisor 
Cunningham & Walsh Inc 

New York 


Producing industrial stage shows 
may eventually become standard 
advertising agency service. 

Today, if an ad agency is assigned 
to produce a big-budgeted indus- 
trial show for a client, it invariably 
calls in an outside packager. Cun- 
ningham & Walsh was faced with 
such a decision when we were as- 
signed advertising and public rela- 
tions for the Automobile Manufac- 
turers Assn., in connection with the 
National Automobile Show. In- 
cluded in the account was respon- 
sibility for a stage presentation, al- 
ways a part of the auto show. 

After considerable deliberation, 
we concluded that the agency was 
creatively equipped to produce an 
industrial stage presentation as well 
as any outside organization. Tele- 
vision production was the logical 
department to handle the task. I 
was subsequently named executive 
producer of the show, which from 
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the start was titled “Wheels of 
Freedom,” the general theme of the 
National Automobile Show. 


> Putting together “Wheels of Free- 
dom,” which we believe was the 
largest industrial show of 1960, in- 
volved some fairly exhaustive con- 
centration and effort, compensated 
by fun and excitement. 

Initially, several trips were made 
to Detroit to confer with the client 
and to determine the physical as- 
pects of Cobo Hall, where the show 
took place. Since “Wheels of Free- 
dom” would necessarily have a 
stand-up audience of thousands at 
a time, it was early decided to make 
it a musical revue, with no plot 
or commentary whatever. 

Within the show concept, we 
wanted to get across the idea of fun 
in motoring, at the same time indi- 
cating the American desire for car 
ownership. 


> From its inception, “Wheels of 
Freedom” was treated like any C&W 
television production. All the stand- 
ard agency techniques from flip 


charts to sound filmstrip were used 
in presenting the show to the client. 

The entire production staff and 
cast were hired as temporary C&W 
employes. Neal Hefti composed and 
conducted the musical score. Just 
as we produce sound tracks for 
filmed commercials, each of Neal 
Hefti’s compositions was taped and 
recorded on a demonstration record 
for the client’s approval. 

By mid-April, we had also signed 
Bill Gammie as writer and lyricist, 
Arthur Knorr as director, and June 
Taylor as choreographer. 

The next step was to engage the 
principals, « boy-girl singing duo 
who could be identified with the 
car-buying public, yet were not 
without appeal to the teenager. 
After combing the talent agencies, 
we finally selected Julius La Rosa 
and Betty Ann Grove. 


> We deliberately avoided buying all 
of our talent from one or two agen- 
cies. We contacted more than 20 
and dealt finally with eight. This 
was done to avoid any one agency 
gaining the position of sole pack- 





A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 
the most complicated moves 


Mayttove 


WORLD- Wide MOVERS 


America's Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 


equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Rehearsal Conference 
The author (right) 
discusses a musical 

number with composer 

Neal Hefti and stars 
LaRosa and Grove. 


ager, and to allow maximum free- 
dom in the market place to nego- 
tiate for the price and talent de- 
sired. 

About the same time we signed 
Julius La Rosa and Betty Ann 
Grove, we engaged the Ray Charles 
Singers. Meanwhile, June Taylor 
had been briefed on the show 
format, heard the score, and was 
ready to audition dancers. After 
three days of general auditions, we 
selected 16 dance chorus members 
and a dozen specialty dancers. 

As we added to our stage cast, we 
added to our production staff. Per- 
sonnel in the areas :of stage man- 
agement, wardrobe, production as- 
sistant, scenic and properties design, 
and many other behind-the-scenes 
talent was contracted by August 24. 

Sal Anthony, known for his mag- 
nificent job of costume design for 
the Du Pont Show of the Month, 
MGM, and two recent Broadway 
productions, was appointed costume 
designer. Sketches of each of his 
creations were shown to the agency 
and later to AMA for approval, as 
were filmstrips of all scene designs. 


> Altogether, four formal presenta- 
tions of “Wheels of Freedem” were 
made to AMA in_addition to secur- 
ing approval on miscellaneous as- 
pects of the show. 

From early April through July, 
agency-production staff meetings 
were held once a week, to develop 
and refine the show format. Begin- 
ning in August, they were held 
daily. In September, with the en- 
tire cast selected, we concentrated 
on polishing over-all musical or- 
chestrations, setting choral group 
arrangements, and dance routines. 

Dance rehearsals began on Sep- 
tember 26 at the Henry Hudson Ho- 
tel Grand Ballroom in New York, 
where the rest of the cast also re- 
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hearsed during the week of Oc- 
tober 3. The entire company de- 
parted for Detroit on October 19 
to rehearse at Cobo Hall until the 
show opened five days later. 


> “Wheels of Freedom” is a fast- 
moving musical revue which com- 
presses the best features of a full- 
blown, two-hour spectacular into 
25 minutes. While entertainment 
was the most important element of 
the show, we did not forget that 
the cars were the stars. The entire 
production revolved around auto- 
mobiles, but no specific brands were 
named or shown. “Driving a Brand 
New Car,” “The Kind of a Car,” and 
“Highway Ballet” are some of the 
numbers. 

To give the performers maximum 
freedom of movement and still 
maintain the highest degree of clari- 
ty, we used Port-O-Vox, which is 
a system of wireless microphones 
and Columns of Sound speakers 
which confine the sound as much 
as possible to the audience area. 

The cast and production person- 
nel for the show numbered some 
100. As producer of the $250,000 
production, my activities ranged 
from engaging talent to shipping 
costumes to Cobo Hall—from han- 
dling meal money for the chorus 
line to negotiating a contract with 
the American Federation of Mu- 
Sicians. 


> While Cunningham & Walsh has 
staged industrial shows for clients 
in the past, “Wheels of Freedom” 
was by far its most ambitious such 
project. We think we accomplished 
all our original objectives for mak- 
ing the show a success. 

Also, by packaging it ourselves, 
we eliminated a considerable amount 
of red tape. Other advantages to 
the client were better economy 


(since C&W doesn’t maintain a 
large production staff on a full- 
time basis for industrials); under- 
standing of the client’s business to 
an extent unexpected of an outside 
packager, and, subsequently, great- 
er agency control. 44 


Better Meeting Booklet 
Starts New Series 


Creating and staging effective 
sales meetings, both large and small, 
is the subject of the first booklet in 
a new series by the SCI Division, 
Communications Affiliates Inc., New 
York. 

While the series of booklets will 
cover a wide range of advertising 
and sales promotion fields with new 
ideas and methods, this first is lim- 
ited to the full-scale annual or 
semi-annual sales meeting. 

Among the points covered are: 


® the importance of giving pre- 
meeting concern to the audience 

® the dangers of hidden expenses 
® staging the meeting 

® the use of outside professional 
help 

® control factors 

® saving time and nerves 

® the skit vs. direct dramatization 
@ the use of the workbook 

@ the follow-through. 


The booklet also includes a brief 
description of the booklet series and 
the variety of sales development 
services available from SCI. 

- +» for more details circle 1202, page 111 


Anti-Static Solution 
Aids Dust Problem 


A new anti-static solution for 
plastic surfaces has been introduced 
for exhibit use by the Lea Mfg. Co. 

Marketed under the name of “Lea 
Lint-Off No. 7527,” the solution can 
be applied to plastic surfaces to 
neutralize the static charge build- 
up which is a common cause of lint 
and dust accumulation. 

It can be applied by hand-wiping, 
spraying, or by direct transfer from 
a soft wipe-off buffing wheel. The 
product is transparent and contains 
no solvents which will harm either 
thermoplastic or thermosetting plas- 
tic materials. It is available in one- 
quart bottles or one-gallon con- 
tainers. 

Additional information is avail- 
able from Lea Mfg. Co., 16 Cherry 
Av., Waterbury 20, Conn. 44 
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It’s not easy to develop a 
new package which will 
hold the loyalty of old 
friends and yet be new 


enough to appeal to 


youngsters without a sense 
of tradition. 


By James H. Black 

Executive Vice-President 

and General Manager 

College Inn Food Products Corp. 
Chicago 


Like demolition experts, a com- 
pany in the fiercely competitive food 
business can get a big jolt from a 
little mistake. That’s why we did a 
lot of thinking at College Inn before 
we settled on the new label design 
now in use on our whole line. 

When the project started, the Col- 
lege Inn label in use was 20 years 
old; we didn’t want to let it get old 
enough to vote. Between 1939 and 
1959 tremendous changes had oc- 
curred: a couple of wars, a popula- 
tion boom, an upsurge in the stand- 
ard of living, and the coming of the 
supermarket itself with new selling 
methods and countless new prod- 
ucts. Many food companies now do 
half their business or more with 
products that weren’t on the market 
10 years ago. 

The College Inn brand had some 


special problems. The company orig- 
inated in the kitchens of the world- 
famous College Inn restaurant of 
Chicago’s Hotel Sherman, and the 
first products—tomato cocktail and 
chicken a la king—were favorites 
from the College Inn’s menu. Older 
customers remembered the original 
College Inn and associated it with 
our line of canned specialties, but 
the younger ones didn’t. 


> So we set out to find a package 
design that would appeal to younger 
consumers under today’s marketing 
conditions without weakening the 
loyalty of shoppers already accus- 
tomed to using our products. Al- 
though I wouldn’t set myself up as a 
packaging expert, I feel that some of 


Close-Up Look ™ 

The double stripe & 
and the hanging sign 
give a family 
resemolance, while 
full-color photography 
adds appetite appeal. 
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the conclusions we reached in our 
thinking would be equally valid for 
most other companies interested in a 
complete packaging overhaul: 


e Be sure you need new labels. 
Don’t repackage because you think 
it will automatically mean increased 
sales or prestige. It will work only 
if you do it properly, and if there’s 
real room for sales expansion in 
what. you're selling. 


e Try to make as many of the big 
decisions as possible before you 
start. For instance, are you trying to 
get better product shelf identifica- 
tion, better line identification or 
both? Are you introducing new 
products that are something of a 
departure for you? If you don’t 
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| was in the 
doghouse 


= 


Ul nt il | learned about 
pressure-sensitive labels! 


All the aspects of the highest quality 
pressure-sensitive labels combine in 


Ever Ready’s RED-E-STIK to give you 
truly outstanding performance: 


e@ Cleaner application —no water-heat-glue 
needed. Save time and labor. 


© Strips fast—sticks to any smooth surface. 


@ Won't curl, crawl or pucker — stays fresh 
and neat. 


@ Almost any size, shape or color. Sheet, roll 
or split-back. 


@ AUTOMATABELS, marginally punched for 
electronic operation. 


@ RED-E-GRIP — permanent adhesive — holds 
with an iron grip. 


@ RED-E-PEEL adhesive—holds tight, but 
peels easily — leaves no residue. 


EVER READY LABEL 
CORPORATION 
357 Cortlandt Street, Belleville 9, N. J. 
Gentlemen: 


(J Please send me information regarding 
Red-E-Stik pressure sensitive case his- 
tories. 


(1) Please send me information on how to 
swap samples of our label for 100 humor- 
ous labels. 

Name 
Company 
Street Address 


City, Zone, State 
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settle matters like these, you'll be 
so swamped with designs that it will 
be hard to pick among them. 


@ Make sure you know what the 
competition’s doing. Once, all labels 
were dull, and a bright one made a 
big impression. Now, so many are 
colorful that it almost takes dancing 
girls to attract attention. 


® Once you and your experts have 
picked your design, don’t go home 
and stay up half the night trying to 
think of two or three little changes 
that'll make it better. You won’t and 
you may ruin what you have. 


@ When you have your new label, 
merchandise it for all it’s worth. 
Get your brokers excited about it; 
stir up your salesmen; let the trade 
know, but good. (We used a four- 
color, six-page insert in the trade 


books.) 


® Don’t sit back after that and 
think the new label is going to solve 
everything. After the labels are out 
is the time to display more promo- 
tional push and power than ever. 


>» At College Inn, our first step was 
to research consumer attitudes to- 
ward the old label. As we suspected, 
it wasn’t getting to younger pur- 
chasers or projecting the quality of 
our products. This upset us because 
College Inn for many years had 
benefited from a strong appeal to 
sophisticated shoppers, and we’re a 
company with a flock of firsts in the 
food field. 

Because we wanted to lose no 
time, we went right to work with 
our advertising agency, Cunning- 
ham and Walsh, Chicago, which 
was already thoroughly familiar 
with our needs. Here are the goals 
we set for ourselves, and what we 
did to meet them: 


1. We wanted to simplify the de- 
sign. The average supermarket car- 
ries almost 6,000 different items, 
and that number is increasing by 
almost three items a week. The av- 
erage shopping trip lasts less than 
25 minutes. Your package must say 
what it has to say quickly and con- 
vincingly, so off the label went our 
home economist personality, “Susan 
Scott,” and the kind of serving dis- 
play we’d used on the front panel. 
We fired the waiter who still ap- 
peared on some of our products. 


2. In changing the label, we hoped 
to avoid a complete break with the 
past. With virtually all elements of 
the old label discarded, we de- 
veloped the wrought-iron bracket, 
the sketch of college buildings and 
the familiar-style lettering on the 


Merchandiser’s Dream . . . This super- 
market shelf set-up shows what the 
mass effect of the new label would be 
if the maker got the facings he asked 
for. Note the application of the design 
to the glass jars on the top two shelves. 


oval sign to create a traditional at- 
mosphere. 


3. We wanted to increase emphasis 
on serving suggestions. Recipes and 
serving suggestions are among the 
biggest consumer benefits food 
packaging can offer. We worked for 
ideas that were simple, sounded in- 
teresting, and looked appetizing. 
Then we photographed them in color 
in very modern cookware and din- 
nerware. 


4. We wanted a color combination 
that would make shelf identification 
easier, and lettering that would 
make company and product name 
work together rather than in com- 
petition. 

We settled on blue. It projected 
the serving suggestion illustrations 
vividly and complemented the rest 
of the design. Although entirely 
suitable as a food label color, it 
wasn’t being heavily used by com- 
petition. 

The relation between product and 
company name posed a_ difficult 
problem. Any business that makes 
good products is proud of its name, 
and wants to increase its sales by 
exploiting the “line” aspect. On the 
other hand, people are usually look- 
ing for a particular product first; 
then they choose among the brands. 
College Inn had a further complica- 
tion: we have a line of over two 
dozen products, but we can’t get the 
full impact of mass display because 
our products fall into many store 
classifications. 

We decided to stress the product 





Is it hard to build a house? 

Not too hard, when you're 
building a bird house. 

And so you had set to work, 
carefully sawing the pieces, nail- 
ing them together and chiseling 
out the little doorway. 

Three hours, two splinters and 
a bruised thumb later, it was 
finished. 

But it needed a tenant. And 
soon one came. Circling. Inspect 


ing. And suddenly— popped right 


ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION 


HIN E 


STANDARD PACKAGING < 


into its new home. That was the 
proud moment. 

Can you recapture another like 
it? You often do. But today, youn 
tools are presses, inks, papers 
and your undiminished pride. 
You use them all to build your 
good printing, your good reputa- 
tion 

(And we help, because pride 
goes into our product, too. The 
paper you're looking at right now 


is a good example. 


PAPERS 


ORPORATION - BANGOR, ME 


Production facts 


basis 80, on a 52 x 77 4-color press 


yellow, red, blue, black. Press plates were deep etch 


This insert lithographed on new 


at 4,000 IPH. Sheet size 49% x 76%. Color sequet 


brilliant white Atlantic Opaque, Vellum finish 


‘4 nce was 


aluminum from 175-line screen positives 





What a color line-up 
for creative printing! 


French Cream. Mistie Blue. Ocean Green. Dustie Pink. Daffodil 
Yellow. Smokie Gray. Only Atlantic Pastel Offset has them all. Use them 
to spark your creativity. Use them to provide an extra color without extra 
presswork. 


Atlantic Pastel Offset’s well-closed surface takes inks beautifully. High 
bulk and even caliper mean trouble-free presswork. And this versatile 
paper folds and refolds without cracking. 

Your choice of basis 50, 60 and 70 in velvety Suede finish. For a perfect 
match-mate, specify Atlantic Pastel Cover. Ask your Eastern Franchised 
Merchant for samples of both papers. Or write us direct. 


~- EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION + STANDARD PACKAGING CORPORATION + BANGOR, ME 


Production facts: This insert lithographed on new, brilliant white Atlantic Opaque, vellum finish, basis 80, on a 52 x 77 4-color press, 30 up at 
4,000 IPH. Sheet size 4912 x 763%. Color sequence was yellow, red, blue, black. Press plates were deep etch aluminum from 175-line screen positives. 





itself with simple, large lettering in 
red on a white background. A shop- 
per can easily read this from 15 or 
20 feet away. We put the brand 
name in white on the oval bracket 
sign, which was designed in a deep- 
er blue to set off the lettering, to 
contrast with the red product letter- 
ing, and to complement the lighter 
blue of the label background. 

To get exactly the shades we 
wanted, we had H. S. Crocker Co. 
Inc., our lithographer, mix special 
inks for both blues and the red. Get- 
ting the light blue right was par- 
ticularly exacting, because we 
wanted it so distinctive that it would 
be almost a trademark for College 
Inn. 


5. We wanted the College Inn image 
graphically strong to make custom- 
ers aware of the wide range of our 
products, and to achieve impact in 
all media. 

The boldness of the lettering on 
the front panel, and the clear-cut 
design, we felt, would do both jobs. 
They made our products easily rec- 
ognizable in black-and-white news- 
paper advertising, for instance, and 
they made the package memorable. 
As I’ve said, this was particularly 
important to us because our prod- 





f it’s Quality... ' 


if it’s Delivery... 


it’s acme 


ucts are found in so many different 
departments. 


6. Over-all, we wanted to develop a 
design that would appeal to today’s 
more sophisticated consumer. 

We are satisfied with the results. 
The over-all impact of the label, 
and especially the oval shape of the 
bracket sign combined with the 
handlettered company name, stress- 
es the quality character of the com- 
pany. This is combined with the 
big bold billboard visibility of the 
product lettering to give a modern 
cast to the whole design. 


> When you’ve got your label, you 
don’t sit back. We immediately re- 
sumed research, with findings even 
more encouraging than we _ had 
hoped. As the research director said 
in his report: “The tabulations show 
results so clearly that little analysis 
is necessary.” 

Consumers displayed the exact re- 
actions we intended. 

We didn’t tell the brokers any- 
thing about the new labels, keeping 
them as the surprise climax of our 
annual meeting. When we did un- 
veil the line’s new look, the brokers 
just burst out into applause and 
cheers. That was a bright moment 
for all of us who had worked so 


hard on this project for many 
months. «4 


New Transparent Film 
Introduced For Wrapping 


A lowcost, transparent plastic film 
has been introduced to the packag- 
ing field by Plastic Films, Visking 
Co., Div. Union Carbide Corp. 

Marketed under the name of 
“Visolyte,” the new film is tech- 
nically described as a biaxially ori- 
ented polystyrene offering excellent 
machinability and printability. Oth- 
er qualities for the film, reported by 
the company, include easy removal 
when used as an overwrap, the 
elimination of a blocking problem 
and superior low temperature per- 
formance. 

Because it is crystal clear and 
crisp in texture it is expected to 
gain acceptance for packaging and 
overwrapping applications. Specific 
applications currently in use for the 
film include windows for envelopes 
and display cartons, overwraps for 
tubed tomatoes and as a lamination 
to high-impact styrene for decora- 
tive paneling and trays. 

Information on Visolyte can be 
obtained from Plastic Films, 6733 W. 
65th St., Chicago 38. 44 





Get on the 


BANDWAGON 


It's a landslide for ACME! Package printers 
who want the best in rotogravure cylinders, 
buyers who demand the finest in national 


preprints, invariably choose the quality 
house, ACME! Get on the ACME bandwagon 


. see for yourself the difference that 
quality workmanship, service and prompt 
delivery can make in your 


a 


profit picture. 
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\ While it is often more fun to criticize than 
praise, certainly there should be an ‘occasional 

“time out” to comment on a job well done. 
2 é These pictures amply illustrate the many 


ways in which good packaging design can help 
sell a product. Each package was designed to 


, help solve at least one special problem ranging 
from introducing a product to a new market to 
helping an ulcer patient carry two prescriptions 
at one time in both an easy and sanitary way. 

LS 


1. Flavor Pick Packages . . . Shop-Rite brand cake mix packages for Wake- 
fern Food Corp., Elizabeth, N.J. Cartons for the new mixes feature family 
package theme with prominent placing of brand logo, etc. Buying ease is 
maintained through the prominent picture of the finished product in white, 
yellow or chocolate. The boxes were printed by Lord Baltimore Press, New 
York, on International Paper Co’s IPX board 


2. Dispenser Box . . . Produced for Flint-Easton Div., Baxter Laboratories 
Inc., this box dispenses two prescriptions at one time for vlcer patients in 
pliofilm wrapper. Box was designed by General Packaging Service, Paramus, 
NJ.; produced by J. & P. B. Myers & Co., Brooklyn. 


‘ 


3. Supermarket Switch . . . New windowed carton replaces q||-polyethylene 
bag as supermarket package for ‘’Footsie Crawlers’’ by S&R Infants Wear 
Inc., New York. Package heightens brand identity, preserves product vis- 
ibility and provides protection from customer handling as weil as retailer 
comfort. Design and production by Container Corp. of America, Chicago 
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Prestige Approach . . . Tidy House Prod- 
ucts Co., Shendandoah, lowa, uses a 
prestige package to introduce its new 
water softener. Design, produced in 
four-colors and varnish finish, is in di- 
rect contrast with most soap-line pack- 
ing. Manufactured by Container Corp. 
of America, Chicago. 


Pretzels For Babies . . . Capitalizing on 
the popularity of pretzels for teething 
babies, the Hygrade Div. of Food Fair 
Stores introduced this new item. Carton, 
in pastel colors, is designed to attract 
the mothers of young children. Protec- 
tion and sparkle are added with cello- 
phane overwrap. Boxes, from Delaware 
Valley Box Co., Bridgeport, Pa., are 
wrapped in Olin Mathieson’s cellophane. 


HARRISON 
WHOLESALE, INC. (Chicago) 
protects the quality of its catalog . . . effects 


tremendous savings with economical, highly 
protective THILCO-TUF Publication Wrappers 


Switching from corrugated box 
folds to lightweight THILCO- 
TUF — an exclusive, non- 
staining, creped and reinforced 
water-proof wrapper not only 
saves Harrison Wholesale $7500 
yearly on their catalog mailing 
in material, labor and postage, 
but also provides better 
protection! THILCO-TUF is 
very difficult to tear and because 
of its flexibility, book corners 
are less susceptible to damage 
in the mails. Consequently, 
because “off the press” freshness 
is preserved, a much better 
presentation to the customer is 
made. Thilmany has a wide 
range of publication wraps, 
any of which can be furnished 
plain — or Print-Decorated. 
Such unbelievable savings as 
Harrison Wholesale is effecting 
can be yours, too. Better inves- 
tigate the possibilities today. 


DON’ T-let this happen 


to your publications! 


Is your publication delivered in this 
damaged condition? Many are—and 
here is an actual, unretouched photo 
to prove it. Thilco Wrappers fully 
protect publications from weather 
and rough handling in the mails, as 
well as damage from impact and 
abrasion caused by continued con- 
tact with other packages enroute. In 
addition, Thilco “mail-clad" wrappers 
decrease mailing costs, effect mate- 
rial savings, reduce storage space and 
work well on automatic machines. 


Write ~ tor samples and complete information 


Functional Fefers FOR PROTECTION THAT COUNTS / 


NEW YORK ® CHICAGO ® DETROIT 
BOSTON ® KANSAS CITY ® CLEVELAND 
CINCINNATI ® CHARLOTTE 
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Variety in Design . . . Rather than keep to a standard format, 
each issue of Publicis has its own flavor. A special envelope is 
used to make sure that the issue is recognized as fresh. 
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Typical Layouts . 


By Maurice Bensoussan 


An old French proverb has it 
“Le cordonnier est toujours le plus 
mal chausse.” This means that the 
shoemaker always is the worst 
shod. And when you look at the 
advertisements and mailings on be- 
half of European advertising agen- 
cies, it would seem that they often 
put their’ least impressive promo- 
tional-foot forward. 

An exception is the French ad- 
vertising agency, Publicis, one of 
the largest in Europe. Publicis is- 
sues an external house organ en- 
titled Contacts. In quality of pres- 
entation and content it is an im- 
pressive project. 


> There is no static cover or illus- 
tration style for Contacts. Each is- 
sue is an entity in design by itself. 
Jean Jacques Raffel, public rela- 
tions executive of the agency, ex- 
plains the reasons for the differ- 
ences in. style with each issue by 
saying: 

“We want to avoid giving Con- 
tacts a. definite image. It is an ex- 
ternal publication of our agency 
and above all we want to show our 


Witty Interludes . . 


. These two spreads illustrate the variety 
of format that is used throughout each issue. The layouts are 


gees vs 


4 
4 
s 


F 


cd 


clients and prospective clients the 
widest artistic potentials of our 
agency. We consider this external 
as a sample of the work our agency 
can produce and because of this 
need, we feel that every picture, 
every drawing, every layout should 
be an indication of the highest qual- 
ity of art and presentation of which 
we are capable. 

“Contacts is styled by a different 
artist each issue. Not only does this 
allow us to show the variety of 
which we are capable, it decreases 
the monotony of a set, rigid pres- 
entation.” 

For these same reasons, there is 
no regular publication schedule. 
“Commercial publications have a 
periodical schedule we are trying 
to avoid, but we generally publish 
four times a year,” Mr. Raffel said. 
“We print about 2,500 copies of 
each issue and within each issue 
there are variations. For example 
in one we might use several un- 
usual and modern techniques of 
artistic presentation, and in the 
next, a sober, classical style.” 


>» Generally, in each issue the con- 
tent is devoted to reports on mar- 


. One of the special attractions of Publicis is its sense of humor, 


mostly directed at some of the quirks of advertising, drawn with tongue in cheek 


comment ne Pas choisiy .- 
ine agence de publicig 
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generally modern in feeling, with a good use of white space 
and photography, and almost always with color somewhere in it. 


» 





ket research, motivation studies 
and other areas served by the 
agency. A regular feature of Con- 
tacts is a description of a successful 
campaign by a large firm. Quite 
often the firm is not a client of the 
agency. “We don’t consider a rela- 
tionship with us as a qualification 
for this feature,’ Mr. Raffel ex- 
plained. “By showing successful 
promotional efforts, we hope to 
prove to our clients, and our pros- 
pective clients, the need for activ- 
ity in this area.” 

Well-known authorities in the 
advertising field from the United 
States and England are often rep- 
resented in Contacts with by-lined 
articles. Sometimes, a leading 
novelist writes on an advertising 
subject for the publication. Another 
source of material are contributions 
from professors from European in- 
stitutions. 

Other features of Contacts: 


® a department explaining func- 
tions of different personalities at the 
agency, such as an art director or 
a copy chief. 


e Notes from different magazines 
and periodicals giving significant 
quotes, trends and news of interest 
to Publicis readers. Each one of 


these sections is illustrated by a 
well-known cartoonist. 


e The last page of each issue is 
folded to form a pocket in which 
copies of recent advertising cam- 
paigns by the agency are inserted, 
letters of endorsement of the agen- 
cy, recent publicity releases etc. In 
this way Contacts is not only a 
sample of the work of the agency, 
it is a sample bringing samples. 


> Each issue of Contacts runs from 
50 to 70 pages and is printed on a 
heavy, coated paper. Two-color 
layouts prevail throughout the book 
and the same artist responsible for 
the art direction of the publication 
does a special mailing envelope, of- 
ten in four colors. 

Copies of the publication go to all 
clients of the agencies (including 
such names as Shell, Colgate), 
prospects, and economic organiza- 
tions. An English digest of the con- 
tents is inserted in each publication 
going to readers in the United 
States and the United Kingdom. 

Contacts made its first appear- 
ance in 1952, with some doubts at 
the agency about its future. These 
doubts have long ago disappeared 
and its future seems secure. a4 


GREATER 
DIRECT MAIL RETURNS 


You’ve got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appearing through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape —in any position. 


FREE SAMPLES! Get the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


TENSION ENVELOPE CORPORATION 


Kansas City 8, Missouri 


815 East 19th St. 
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St. Louis * Des Moines 

Ft. Worth © Minneapolis 
So. Hackensack 


Kansas City 


Diamond Mailing System 
Described by Eureka 


A brochure describing a speed- 
system for company mailings has 
been released by Eureka Specialty 
Printing Co., Scranton, Pa. 

The system consists of two com- 
ponents: 


® Diamond mail aid labels in sheets 
of 33 with diamond-shaped perfora- 
tions to provide for automatic me- 
chanical pick-up, feed and applica- 
tion. 


@ An automatic mail aid applicator 
for rapid-fire processing of large 
or small volume mailings. 


In addition to the sheets, the la- 
bels are also available in rolls con- 
taining 10,000 labels. The sheets are 
manufactured in both single sheets 
and carbon interleaved sets for use 
when multiple copies are desired. 

The applicator is capable of ad- 
dressing mailing matter ranging 
from postcard thickness to 4%” and 
up to 12” in width. Up to 13,000 
pieces can be labeled in an hour, de- 
pending upon length, type, and 
thickness of stock. Unevenly stuffed 
envelopes, bulky sample enclosures 
can also be labeled. 

- « » for mere details circle 1213, pege 111 


Full-Color Product Stamps 


Developed for Mailings 


A new idea for direct mail is the 
“Minipix Stamp,” a_ full-color 
gummed stamp made from the cus- 
tomer’s own 35mm slide. 

The stamps are printed on 
Kromekote and are single-cut for 
easy application. Prices range from 
$42 for the regular size Minipix in 
a minimum order of 3,000 to $128 
for an order of 25,000. Double and 
giant size Minipix stamps are also 
available at additional prices. Prices 
include up to 50 words of copy. 

A folder is offered. 

- «+ for more details circle 1214, pege 111 





“We Got Coo Much Mail!’’ 


Benton & Bowles began to be 
overwhelmed by mail ad- 
dressed to people who had left 
years before, but unlike many 
of us, B&B did something about 
it! 


By Richard Essey 

Manager of Office Operations 
Benton & Bowles Inc. 

New York 


How many man-hours are wasted 
in your company sorting and han- 
dling mail with obsolete or incorrect 
addresses? The total might surprise 
you! It’s worth a spot check to find 
out for sure. 

Mary Endres of our office services 
department, working with Ethel Du- 
ley, office manager, found that every 
day 25 pounds of mail came in ad- 
dressed to persons no longer affili- 
ated with the company. It took time 
to sort .. . and by its sheer bulk en- 
couraged inaccuracies in handling 
general mail. 

Spot checks were run on the in- 
coming waste mail. The degree of 


obsolescence on the mailing lists of 
correspondents was astonishing. One 
addressee had departed from the 
company 18 years earlier. Each day 
material was received addressed to 
persons gone 8 to 10 years. 4% of 
the waste mail bore addresses 5 
years out-dated. Observation 
showed that 63% of waste mail re- 
ceived by Benton & Bowles Inc. was 
addressed to individuals who had 
left the company within the year... 
but 37% had been gone longer than 
one year. 

In addition, certain names ap- 
peared with disproportionate fre- 
quency (no doubt due to the nature 
of the job). 10% of one day’s waste 
mail was addressed to just three 
former employes. 


> The desirability of corrective 
measures was obvious. But how to 
handle the problem with a minimum 
investment of clerical time? 

The superintendent of the local 
branch post office was approached 
for advice on this matter. He as- 
signed a postal specialist to go 
through a sample of Benton & 
Bowles’ waste mail. Some very prac- 
tical solutions were found. 

Upon examination it was deter- 
mined that a third of the incoming 
waste mail bore first class postage. It 
did not look like first class mail — 


it was not marked as such in most 
cases — and the contents were 
largely periodicals and direct mail 
pieces. An inexpensive rubber stamp 
“RETURN TO SENDER” was all 
that was needed to dispose of this 
portion of the mail with obsolete ad- 
dresses. (Most mail departments al- 
ready have one of these on hand.) 
Correspondents who pay the first 
class postal rate do so, obviously, 
because they want the mail to reach 
the addressee. Return of such mail 
almost automatically guarantees re- 


moval of the name from the mailing 
list. 


> Another third of the waste mail 
received by Benton & Bowles turned 
out to be “Third Class Form 3547” 
—which guarantees return postage 
for notification that addressee is no 
longer at the address given. This 
material also can be handled by 
means of a rubber stamp, simply 
stating “NO LONGER AT (company 
name).” The post office takes care 
of the rest. 

So far the cure for the waste mail 
problem had been almost painless, 
and merely involved the proper use 
of existing postal facilities. 

The remaining third, which was 
bulk mail for which there is no post- 
al procedure for handling, required 
direct communication between the 
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| 
BRODIE’S “FAMILIAR QUOTATIONS” 


Pcciiied wise tranguiltze. 


H. Clifton Morse 





We wouldn't tranquilize even if we got the 
stuff wholesale; on account of, when you 
are tranquil, you don't worry about nothin 
and how can you be in a service business 
like ours, without doing the worrying for 
your customers, which we do all the time 
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con and Resourceful Service 
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Multigroohios 


Plate 
addreusina * 
Inserting Machine 


Ist CLASS POSTAGE for 
3rd CLASS tat ai tl We 
a 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


wee 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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recipient and the sender. The ques- 
tion was raised as to whether or not 
the potential reduction in wasted 
man-hours sorting this in the mail- 
room would justify the clerical effort 
involved to overcome it. In the opin- 
ion of the post office it would. 


> Most companies are anxious to 
have their mail reach its proper 
destination, and they are also de- 
sirous of saving postage and produc- 
tion costs. One correspondent sub- 
mitted a complete list of compli- 
mentary subscriptions regularly sent 
to Benton & Bowles personnel. There 
were 137 names on the list — 55 of 
which were no longer with the com- 
pany, and many of whom had been 
gone for several years. 

This represented 41% obsolescence 

. in spite of the fact that the com- 
pany involved had conscientiously 
corrected the mailing list a few 
months earlier to reflect the new 
business address of Benton & 
Bowles. However, they simply had 
not had the facilities to know wheth- 
er employes were still active in the 
company, and were delighted to have 
help in up-dating their list. 


> A form was developed to advise 
correspondents of obsolescence on 
mailing lists. The actual mailing 
label was stapled to the communica- 
tion (instead of re-typing the obso- 
lete address). This technique has 
the advantage of being attention get- 


Postal Chart Shows 
Envelope Regulations 


A clarification of what the pro- 
posed postal regulations will mean 
to envelope users is available in a 
new chart released by Boston En- 
velope Co., Dedham, Mass. 

Information on size, shape and 
sealing of envelopes is included plus 
details on third class classification 
and examination requirements. 

The chart is punched for wall 
hanging. 

. for more details circle 1207, page 111 


Greif Press Kit Contains 
PR and Editorial Tips 


Tips to the editor and p.r. man 
are outlined in the latest edition of 
the external publication issued by 
Greif-Associates Inc., New York. 

Entitled “The Press Kit,” the re- 
lease gives information centered 
around pointers to remember in 


ting because it is unusual. 

But even more important, it pro- 
vides the code or key to the mailing 
list and is often an invaluable time- 
saver to the original correspondent 
It also has the virtue of providing 
the most explicit information pos- 
sible. 

The form developed at Benton & 
Bowles has the advantage of requir- 
ing just one addressing operation, 
and is handled as a fill-in job by the 
Stenographic Pool. It is persuasive 
and to the point. 


>» As a result of the three steps taken 
to reduce receipt of waste mail, 
namely: 


1. Stamping first class mail “RE- 
TURN TO SENDER” 


2. Stamping third class form 3547 
mail “NO LONGER AT THIS AD- 
DRESS” 


3. Sending a form to originators of 
bulk mail asking them to delete 
names of persons no longer with 
the company, 


Benton & Bowles has eliminated 
much of the mail with obsolete ad- 
dresses which was formerly re- 
ceived. It is planned to continue 
with this procedure in order to keep 
up-to-date with personnel changes. 
A minimum amount of attention is 
required to keep the problem under 
control. 44 


getting an article into a publication. 
Among the ideas offered are a 6- 
point test for articles, a four-step 
review for the effective writer, and 
a number of suggestions on photos, 
letter-writing, and editorial in- 
tegrity. 
Copies of issue No. 21 of “The 
Press Kit” are available. 
- for more details circle 1208, page 111 


New Office Clip 
Aids Bulky Filing 


An ingenious paper clip that can 
hold a bulky stack of papers easily 
has been introduced by Office Prod- 
ucts Inc., Detroit. 

Marketed under the name of “Sta- 
Flat Klip,” the new device is made 
of rigid plastic backing with strong 
steel springs securely attached to 
clamping legs. The clip can hold up 
to one-half inch of papers while 
remaining flat. The plastic flange 
provides for easy insertion and re- 
moval of papers as well as serving 
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x’ Imprinted 
enminne Balloons 


NEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


iy mp 


Tested Quality 
MONA 


The Pioneer Rubber Company 

410 Tiffin Road, Willard, Ohio 

Dear Mrs. Wolfe: 

Please send me free “Advertising Balloon Fact File,” 
containing full color illustrations and prices, ideas, 


ordering instructions and order blank and imprint 
work sheet. 


Zone —— State 


Requested by 
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BUSINESS FOR OVER 30 YEARS 


TR twee Peis 
S082 Oma 


Does IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
Curate services 


Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for ore than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance 

Call Wabash 2-8655 and Just Ask For Marie 


a Leller St’ tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 


What about a 
POSTCARD 
PROMOTION? 


product advertising cards 
premium and sale announce- 
ments. ..new facilities—all lend 
themselves to effective use of 
low-cost full color Mirrokrome 
post cards 

Call or write us for the details. 


E 


H. S. CROCKER CO., Inc. 


1000 San Mateo Drive, San Bruno, California 


SALES OFFICES: . . . Atlanta - Baltimore - Cincinnati 
Chicago - Dallas - Detroit - Jackson, Miss. - Los Angeles 
Minneapolis - New York - Oakland, California - Omaha 
Philadelphia - Portland, Oregon - St. Louis - San Diego 
Seattle - Tampa - Winter Haven - San Francisco 
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as a protective backing to prevent 
furniture scratches. 

The “Sta-Flat” can be used re- 
peatedly either in desk or 
files and in brief cases. 

Complete information is available 
from Office Products Inc., 26029 W. 
Eight Mile Road, P. O. Box 6677, 
Detroit 40. 44 


office 


Sales Promotion Booklet 
Outlines Whys and Whens 


Why and when a sales promotion 
organization can become a second 
staff for a client is described in a 
booklet from D. B. Hopkins Co., 
New York. 

The booklet, reporting on some 
of the principal reasons why com- 
panies turn to outside specialists for 
some of their work, lists the follow- 
ing reasons: 


e for a fresh point of view 

e sales promotion counsel from the 
specialist’s point of view 

® specialized talent for special jobs 
® reliable help during times of 
stress. 


Copies of the booklet are avail- 


able. 


. for more details circle 1209, page 111 


Klein Folder Describes 
Revised List Directory 


A folder describing the 4th edi- 
tion of the “Guide to American Di- 
rectories” has been released by B. 
Klein and Co., New York. 

According to the folder, this edi- 
tion is completely revised and con- 


Had a terrible dream last night. Every 
day was a Sunday and since thero’s 
no mail delivered on Sundays .. . 


tains information on more than 2,- 
300 U.S. and foreign mailing list di- 
rectories. 

It can be used to obtain directories 
of names for mailing lists, prospects 
for salesmen, data for research 
studies, estimates of market poten- 
tial, public relations 
sources of supply, etc. 

Each directory is fully described 
with information on the number and 
type of names it contains, the pub- 
lisher, address, date of publication 
and the price, if any. 

The guide is arranged alphzheti- 
cally and indexed comprehensively 
List price is $20. 

Complete information, and a 10- 
day free trial offer are outlined in 
the folder. 


campaigns, 


- for more details circle 1210, page 111 


Booklet Gives Facts 
On Occupant Mailers 


Occupant mail advertising — ad- 
mittedly the most controversial sub- 
ject in the direct mail field — is the 
subject of a booklet published by 
Occupant Mailing Lists of America 
Inc., Columbus, Ohio. 

While the booklet is for occupant 
mailers, it is interesting and worth- 
while reading for the over-all pic- 
ture it gives of this type of direct 
mail and the clearing-up of some 
general misconceptions. 

The booklet, “How To Think 
About Occupant Mail Advertising,” 
was written by Will A. Storing, a 
pioneer in the occupant mailing list 
field. 


. for more details circle 1211, page 111 


New Labeling Machine 
Discards Pesky Nixies 


The problem of handling cancelled 
address labels 
the trade has resulted in a new 
labeling machine 
Cheshire Inc. 

Produced for The Reuben H 
Donnelley Corp., the Cheshire label- 
er scans the tape strip of address 
labels with a _ photo-electric cell 
When the cell locates a “nixie,” the 
cancellation mark causes the ma- 
chine to automatically stop the feed- 
er so the label is not applied to a 
mailing piece and to discard it into 
a trough. 

After the “nixie” label is dis- 
carded, the labeling machine auto- 
matically resumes operation. 

Complete information on the ma- 
chine is available from Cheshire 
Inc., 1644 N. Honore St., Chicago 22. 

44 
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It's a big step from 
an internal film 

to one destined for 
television, and there 


are pitfalls to avoid. 


Fiow to Proauce a Film 


with almost no headaches 


By Frederic C. Regan 
Advertising Manager, Abrasives 
Behr-Manning Co 

Troy, N. Y 


The average industrial advertising 
man who suddenly finds himself 
responsible for planning and su- 
pervising production of a motion 
picture is entering new territory. 
Before long, he may be convinced 
that it’s never-never land. But let 
him switch from the familiar nuts 
and bolts film to its glamorous sis- 
ter, a consumer opus that can win 
its way into tv showings, and his 
problems are multiplied tenfold. 

We went through it. A recital of 
what we learned may save some 
other soul much migraine and a 
large bundle of budgetary dollars. 


> Behr-Manning had made no fewer 
than eight successful films, mainly 
showing techniques of using the 


coated abrasives and pressure-sen- 
sitive tapes it makes. These had 
found and still find pay-off audi- 
ences among design engineers and 
production men in the automobile, 
furniture and many other industries. 
The call for a consumer film came 
with our desire to introduce a new 
trademark, a personable bear cub; 
at the same time, we wanted to 
approach the craftsman audience 
with products both new and old. 
We settled on a boating film be- 
cause it would permit us to “hitch- 
hike”—to ride on the booming pop- 
ularity of small boating; also, the 
boat-owner was notorious for his 
habit, at fitting-out time, of walking 
into the nearest hardware or marine 
supply store and saying, “Gimme 
some sandpaper.” Often he emerged 
with a type of abrasive no better 
suited to his task than a teaspoon 
is to digging a canal. There was 
distinctly a teaching job to be done 


with this character, and his number 
was now legion! 

Finally, we hoped for entree to 
tv programming; to service clubs, 
church groups, power squadron 
meetings and other such groups by 
way of professional distribution; and 
to our distributors and_ technical 
audiences through our own field 
salesmen. The record proves sur- 
prising success in all three areas. 

Results have been satisfactory: in 
its first five months, the film ap- 
peared on nearly 150 television 
stations in 40 states, with exposure 
to presumptive audiences totalling 
4,848,000. In the same period, non- 
tv showings took place before 382 
groups whose viewers numbered 
21,700. Field men accounted for an 
additional 18 showings. 


> We talked with four well known 
producers, all experienced in con- 
sumer films. We looked at their 
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products, and we talked terms. Our 
contract with Hartley Productions 
Inc., New York City, called for a 
film to run 13 minutes and 40 sec- 
onds. Our first order covered 50 
Kodachrome prints and (for tele- 
vision) 50 black-&-whites. 

Here are some bits and pieces of 
advice which we hope will help 
save the aforesaid headaches: 


e Execute a contract with the pro- 
ducer and understand its provisions. 
This knowledge will protect you in 
case of mechanical failures, for 
example. Above all, once you have 
signed with a producer, place your 
full confidence in him. In a hun- 
dred ways, he knows how to think 
and see as a lens sees. And more 
than anyone else on the job, he 
wants to give you a winner. 


e Avoid trying to cram too much, 
and too many subjects, into your 
film. Even the church sociable will 
rebel at excessive length. A shorter 
film compels tighter editing, almost 
inevitably a guarantee of improve- 
ment. 


e Hitch-hike on a public service or 
similar theme such as do-it-yourself 
work, safety, fire prevention, or 
outdoor sports. It adds value, au- 
thenticity and acceptance to the 
gently presented product message. 


e Show the product naturally; don’t 
drag it by brute force and ram it 
down the viewer’s throat. We used 
ours, briefly, in an educational tone 
—showing him how to read the grit 
size and other specifications on the 
back of a sheet of sandpaper. 


e The script is vital, naturally. When 
you initial your approval on it, be 
dead certain it’s a finished job. Make 
it tight, time it if necesary, then 
leave it alone; trying to improvise 
changes on location will get you 
into a costly mess. 


e Make sure you know what kind 
of model clearances will be needed, 
and nail them down. Theaters and 
tv stations have special require- 
ments. 


e Visit your shooting sites ahead of 
time to arrange for their use. Try 
to get reasonable privacy, lest the 
ubiquitous grimacing urchin bob up 
on your lovely film! 


e If you’re going to be shooting in 
a plant, see it first, and if possible 
make some stills to give the pro- 
ducer some idea of lighting re- 
quirements. 


e By all means assign a competent 
man from your company to insure 
proper use of the product. You may 
be totally familiar with your line 
and its applications, but if there’s 
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any doubt, rely on the expert. Be- 
sides, you might be taking a phone 
call when the fatal slip occurs. 


@ When you hire your narrator, 
whether for voice-on-film or live 
sound, meet him and chat with him 
if you can, keeping an eye out for 
unpleasant mannerisms or peculiari- 
ties of appearance. Fill him in on 
the meaning and significance of his 
lines—he’ll welcome the briefing. 


@ Before you record the sound, let 
the narrator hear the preferred 
pronunciation of trade names, types 
of machinery or whatever. 


® Don’t be afraid of some original- 
ity in the introduction.. Although 
voice-on-film will suffice for most 
industrial films, try direct sound. 
Use professional models and choose 
actors and narrators skilled enough 
to appear realistic. The theater- 
trained man may be a whiz as a 
narrator, but he may fumble badly 
when you need dexterity in han- 
dling a tool. That’s the spot for an 
experienced craftsman or mechanic. 


@ Shoot in color. It costs only about 
20% more than _black-&-white. 
When you buy prints, get black- 
&-whites as well as color. They will 
be sharper on television, and will 
cost less than color prints. 


® For quantity discounts, try to buy 
your total anticipated print require- 
ments at one time. 


e For films of this type, use music 
at beginning and end—not through- 
out. 


e During the shooting, be careful 
of photographing anything that 
would date the film; it may have a 
useful life of as much as five years. 
That goes for dress styles, desk 
calendars, fins on fenders. Also, be 
sure of authenticity; your female 
lead may be a cupcake, but if she 
gets aboard a horse from the wrong 
side, you have had it. Historic shots 
simulating the Gay Nineties gain no 
credibility by the inclusion of a jet 
trail. 


@ On the set, leave direction to the 
producer. You can accomplish more 
by acting as script girl, and watch- 
ing for fluffs in voice or delivery. 


© Don’t let the set become a mob 
scene peopled by self-appointed 
critics, including vice-presidents. 


@ In the composing room it’s “Don’t 
touch type.” On the set it’s “Hands 
off.” The grips, sound men and 
lighting crew are doing their jobs. 
Don’t foul them up. Your attempts 
at helpfulness may wind you up in 
a first-class Donnybrook over union 
rules. 


@ Where it makes sense, consider 
using company personnel and their 
families from the shooting area as 
models. Their total familiarity with 
local habits will add realism; also, 
why spend model fees needlessly? 


e Make sure plenty of still pictures 
are shot, both of scenes in the film 
and of the film production itself. 
They will prove useful later in all 
sorts of promotional work, including 
direct mail and publicity. 


e Adding credit lines at the end of 
the film is good professional practice. 
Also, it lets the sponsoring company 
exhibit a normal decency toward its 
suppliers. 


e The title will stand a good deal 
of thought. It should be descriptive, 
yet possess some appeal. (We tagged 
ours “Cast Off for Family Fun.’) 
Avoid the outer-space generality 
like “Unlimited Horizons” which is 
meaningless except, perhaps, for the 
manufacturer of telescopes or space 
satellites. 


@ When shooting is finished and 
prints delivered, your professional 
producer will insist on making the 
first edit; the one you see may be 
only 20% longer than the final ver- 
sion—thanks to rigid adherence to 
the script. The second cutting will 
reduce the film to actual running 
time. 


® Select the processing laboratory 
carefully; the not quite top-notch 
outfit can give you some bad mo- 
ments with poor color matching, or 
inordinate delays. Allow the lab 
about 10 days to produce your 
prints. 


e Preview the film with your com- 
pany and field people from the top 
down. We regarded this enlistment 
of support as so important that we 
arranged for local tv showing and 
notified employes in advance. Also, 
show the picture at regional sales 
meetings. 


@ Use a national film distribution 
house, which can handle the in- 
volved details of the job efficiently 
and more cheaply than you can. 
When you pick the distributing 
service, make certain that its branch 
facilities are adequate for truly 
national coverage. Our fees approx- 
imate $15 for each television show- 
ing, which includes the cost of mail- 
ing or shipping, and of promotion 
with a series of special bulletins to 
stations, listing in catalogs, and 
direct mail offers to appropriate 
groups for non-tv showings. 


@ Finally, keep a tally of results. 
It will help you win budgetary 
approval for the next film! 44 





Sales Tool 


Scintillite, 1 & I]... 14 min., color motion 
picture, produced by Sager Film Produc- 
tions, Bonniwell Rd., Mequon, Wis. for 
Spincraft Inc., 4122 W. State St., Milwau 
kee 8. 


Most films are designed to be self- 
sufficient units, telling their own 
story, but here is a good example of 
how a film can be made to serve as 
a specialized selling tool. 

Scintillite is a display lighting 
device that uses both motion and 
color to produce unusual effects. It 
has to be seen to be fully appreci- 
ated, and even in a standard dem- 
onstration, only a few of its possi- 
bilities can be explored. 

This film was made to be part of a 
demonstration meeting for prospects. 
It is shown after the briefest of in- 
troductions. The first seven minutes 
form a complete film which shows, 
with the minimum of commentary, 
many effects which can be achieved 
through the use of the device. 

The film comes to a close; the 
lights are turned on, and there is a 
brief discussion about the effects 
seen. There usually are questions 
about the mechanism. These are not 
answered directly, but the projector 
is turned on to start the second part 
of the film, which is on the same reel. 

This repeats the visuals of part 
one completely, but adds a com- 
mentary which explains what mate- 
rials were used to obtain the pat- 
terns of color and light. The device 
itself is never shown. 

After the second part, the unit is 
demonstrated as part of an informal 
session with prospects. 

In this production, the film takes 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit films for review. 


over the part of the sales process 
for which it is best qualified, and 
stays strictly away from that which 
a salesman can do better. In every 
sense of the word, it is a sales tool. 

R.B.K. 


City Public Relations 


The Flower of Tampa... 22 min., color 
motion picture, produced by Florida 
Film Studios, Sarasota, for the Tampa 
Cigar Assn. and the Greater Tampa 
Chamber of Commerce, Chamber of 
Commerce Bldg., P.O. Box 420, Tampa 
1, Fla 


While the blending of cigar manu- 
facturing and chamber of commerce 
interests may be profitable, it does 
not make a good movie. The “Flow- 
er of Tampa” proves it. A regret- 
table plot and dialog that is pro- 
fessional only when compared to the 
amateurish acting add up to a ter- 
rible trio of errors that keep any- 
one but the relatives of the actors 
from enjoying the film. 

That the cigar manufacturers 
proved the stronger of the sponsor- 
ing team is proved by the lack of 
interesting area shots and the mul- 
titude of cigar-making scenes. While 





DRAMATIZE 
YOUR DISPLAYS 


New magic-like Velcro Boards afford end- 
less opportunity for fascinating displays 
or visual presentations. A great variety of 
objects, even heavy ones as shown above, 
can be attached, rearranged or removed 
instantly. 

A standard 38" x 48" board made with 
warp-proof aluminum, complete with a 
supply of Velcro hook-tape, costs only 
$41.75. Other sizes, both portable and 
non-portable, are available from stock. 
Oravisual Velcro Boards can also be made 
in any size to meet special requirements. 


Write for Spec. Sheet No. 39 


ORAVISUAL COMPANY 


St. Petersburg 33 Florida 


How To Get Things Done 
Better And Faster 
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~~ BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 


Simple to operate—Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive 
Owe- 500,000 in Use 


price *4.9* with cards 


Inventory 


| "arene 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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this may be sad for Tampa it is the 
one bright spot for the viewer. The 
fascinating detail and extreme care 
shown in the making of hand-made 
cigars made that part of the movie 
extremely interesting. A good film 
for cigar-sellers to show to custom- 
ers. B.M. 


Product Promotion 
Interpretation in Tones ... 12-minute, 
l6mm sound and color film, produced 
by Fred Niles Productions, for the Ham- 
mond Organ Co.; distributed on a free- 
loan basis by Association Films Inc 
347 Madison Av., New York 17 


This is a tasteful film, pleasing to 
both the eye and ear. It uses anima- 
tion and history backed with de- 
lightful music as the backbone of a 
strong but subtle sell to the viewer 
on the idea of becoming the owner 
of a Hammond Organ. 

It should not only increase sales 
for local music distributors but build 
goodwill as well. While a viewer 
may not always buy the organ after 
the film he will certainly never be 
offended by this type of persuasion. 

B.M. 


Gold Medal Studio 
Describes Facilities 


Gold Medal Studios Inc., New 
York, has issued a booklet describ- 
ing its facilities for making televi- 
sion films, commercials, and indus- 
trial motion pictures. 

Gold Medal has exclusive motion 
‘picture rights to Technamation, a 
technique “which makes it possible 
to add special effects, unique color 
combinations and motion in any di- 
rection and at any combination of 
directions and speed to any or- 
dinary still transparency.” Accord- 
ing to the studio, it also “. . . em- 
ploys a motion technique that is 
completely flexible from such 
simple motions as Santa Claus driv- 
ing his prancing reindeer, to such 
complex combinations of move- 
ments as those of a jet engine in 
operation.” 

Copies of the booklet are avail- 
able. 


- for more details circle 1212, page 111 


Hand Dryer With Ad 
Impact Being Marketed 


manufacturers of the device, Plastic 
Age Co., Saugus, Cal., and Jet Hand 
Dryer, Los Angeles, developers of 
the product. 

The case is a fiberglass, mat- 
molded, flame-resistant polyester 
with a plexiglass window with a 
second milk plexiglass behind the 
picture transparency to diffuse light 
and add depth or third dimension 
appearance. 

The device is scheduled to ap- 
pear in washrooms of oil and gas 
stations, restaurants, hotels, rail- 
road and airline terminals and other 
locations where large numbers of 
people are in transit. 44 


Mounted Panel Forms 
Chalkboard, Tackboard 


A wall-mounted panel with sec- 
tions that pivot to form a chalk- 
board, a tackboard or a combination 
surface is being marketed by the 
Son-Nel Products Co., Oakland, Cal. 

Called the Multi-View, it can be 
obtained with a white porcelain- 
enameled steel section serving as 
a projection screen. It is being 
offered for use in schools, lecture 
halls, conference rooms and show- 
rooms. 

Details on the panels are available 
from the Son-Nel Co. at 900 19th 
Av., Oakland 6. 44 


New Deal For Dealers . 


Office Furniture Firm 
Utilizes Visual Tool 


A Sturgis, Mich., manufacturer of 
steel office chairs has developed a 
unique kit to help its salesmen and 
customers visualize the effect of 
various @ombinations of upholstery 
materials and colors, metal finishes, 
and colors of welting, scuff boots 
and armbands. 

It is called the Visualizer and it is 
used by the Herter Corp. as a sales 
presentation device. 

Each of six different upholstery 
materials has its own separate page. 
A sizable “feeler” swatch is 
mounted on the page and pertinent 
information about the material, its 
qualities and characteristics is pre- 
sented in graphic form. On the left 
margin of each page is a vertical 
column of small samples of the ma- 
terial in each of the 11 colors in 
which it is available. 

Special construction and binding 
of the pages permits them to be slid 
back and forth in a manner that 
allows the dealer salesmen and the 
customer to view only those cover- 
ings in which they are interested. 
This enables the prospect to view 
any material or any combination 
desired without being distracted by 
the colors and patterns of all of the 
other materials also available. 44 


. » Youngstown Kitchens has made this selling tool, a scaled 


A hand dryer with an illuminated model kitchen that shows prospective customers exactly how their kitchen will look 
window in the dryer case to hold a when completed, available to its dealers. Packaged in a simulated leather carrying 
full color transparency with an ad- case, the kit provides a floor, three. walls 
vertising message is a new adver- 
tising medium, according to the 


two windows, a door and almost every 
imaginable wall and base cabinet. Dealers are urged to let the prospects take the kits 
home to show their families 
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Promoting 


with 


Pajama 
Premiums 


Englander looked for a device to promote 
mattress sales, and found it at home, 
in its popular sleeping figures. 


By Burt Goodman 
Advertising Manager 
The Englander Company 
Chicago 


In a business as highly promo- 
tional as the mattress industry, we 
are always attempting to develop 
new ideas. Over the years, these 
ideas have been the nucleus of our 
success. 

Early in 1959 a few of us were 
doing some brain-storming as an 
aftermath to the January Home 
Furnishings show. One of our sales- 
men made the comment that a deal- 
er he called on was always promot- 
ing and advertising on the basis of 
a free gift for the customer when 
he purchased the advertised item. 

Now this certainly was nothing 
new, especially in our business 
where give-aways have run ram- 
pant. But for some reason the discus- 
sion rang a bell—a bell that touched 
off what has become the most talked 
about idea we have presented since 
our $25,000 Sleepstakes campaign of 
1954. 


> In our advertising and sales meet- 
ings, we have always spent con- 
siderable time discussing the use 
of a premium or a give-away to be 
given to the consumer when he 
purchased an Englander mattress. 
We had determined that the gift 


should be some item that could be 
associated with a mattress. 

We had also determined that the 
give-away had to be something 
new, something fresh enough to 
capture the imagination of our 
salesmen and the retailers. In the 
past decade, we and our competi- 
tors had run the gamut from pil- 
lows to electric blankets, from bed- 
spreads to pearl necklaces. 

This particular day of our dis- 
cussion following the furniture 
show, somebody jokingly mentioned 
pajamas as a free gift. Although 
the item was generally laughed off, 
it struck me as a definite possibili- 
ty. Certainly it met the qualifica- 
tion of being an item easily asso- 
ciated with a mattress. 

Now came the question as to how 
to dramatize the gift item, how 
could we closely associate it with our 
specific brand of mattresses. Here’s 
where we came up with the idea 
that really made the promotion a 
success. 


> Back in 1949, Englander had in- 
troduced in its national advertising 
a series of whimsical drawings of 
sleeping people. This “Family of 
Sleeping Figures” quickly captured 
the fancy of the public. Over the 
years such figures as Bird Dog, 
Streamline, Catnapper, Ostrich and 
a host of others had been featured 
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SAMPLE 


KIT shows the amazing 
power of Faultless 
Advertising Balloons 


Detailed literature and prices .. . 
profitable ideas on store promotions 
. . « displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 


scissors S 
£ 


oo 


TINY in size... 
iol) ies a 
Crier orl 


Uist 

ila Cathy 
scaled-down 
MINIATURES 


REALLY ix 
WORK 


cracker 
Authentic metal, exact in every 
detail ; fascinating to use. . these 
miniatures are "'cast-assembled”’ in 
one operation by GRC's exclusive 
patented "‘INTERCAST’’ process. Natural bright 
finish or brass plated. GRC also die casts and molds 
special small parts to order; ask for 
special bulletins. 
Write, wire, phone TODAY, 
for samples prices of 
GRC metal miniatures. 


GRIES REPRODUCER CORP. 


World's Foremost Producer of Small Die Castings 
3 Second St., New Rochelle, N.Y. NEw Rochelle 3-8600 


. adj 

\ wrench 

\ claw-hammer 

\ (not shown) 

“ jack 
knife 
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Window Streamer 
Using the same art 
as the p.o.p. piece 
led to both economy 
and continuity. 


in much of our national advertising 


| pattern of our 


and sales promotion material. 
The conclusion was obvious: the 


pajama premium 


| should consist of our sleeping fig- 


ures! 


| » Now the wheels began to turn. 


The first step was to contact pa- 


| jama manufacturers for advice in 


| 


| 


designing the actual pattern. This 
was where we received our first 


| encouraging reactions. Nearly every 
| one of the manufacturers contacted 


was willing to cooperate in design- 
ing the garments. In fact, several 
companies told us they had given 
thought to this type of design in 


| the past. 


While the pajama people were 


| developing the pattern, our adver- 


tising and promotion department 
began to solve other major prob- 
lems. The first one was a matter of 
distribution. How were we to get 


| the pajamas—in the correct size— 
| to the person who purchased our 


| mattress at 





any one of several 
thousand stores throughout the 
country? No furniture store would 
like the idea of putting into its stock 
a line of pajamas encompassing five 
women’s sizes and four men’s sizes. 

We knew it would be necessary 
to by-pass the retailer as far as the 
handling of the premium was con- 
cerned. 


| > Our production people, along with 


Mather Coupon Ticket Co., Chicago, 


| came up with the answer to this 


one. Every product we make has to 


| have a “law” label on it. This is the 
| label 


| reads, “Do not remove under pen- 


that, among other things, 
alty of law’, a slogan that has gar- 
nered many laughs for a lot of 
comedians. 

A postcard was developed that 
could be perforated to one side of 
this law label. When the consumer 
received his merchandise at his 
house, all he had to do was to re- 
move the self-addressed postcard, 
fill in the information and then re- 
turn the card to Englander. We 
would then ship the correct size 
pajama directly to the customer. 

This eliminated any stock prob- 
lem for the retailer. The only pa- 
jamas he would require at his store 
would be two pair for point-of-sale 
display. 


> While all these problems were be- 
ing worked out, our sales produc- 
tion people proceeded to design the 
merchandise—mattress and box- 
spring—that would be featured 
during this promotion. Several dif- 
ferent types of items were con- 
sidered, but finally we decided to 
feature an innerspring mattress and 
matching foundation designed to 
retail for approximately $49.95 each 
and a foam latex set designed to 
sell at about $119.50. 

The advertising department mean- 
while was continuing to build the 
“package.” This is our term to de- 
scribe what we need in the way of 
advertising and sales promotional 
tools to put across a successful pro- 
motion. 

First of all, the most basic need 
is always our newspaper mat serv- 
ice. Every time a new product is 
added to our line, a new mat serv- 
ice supplement is issued. For our 
Pajama Party—as this idea soon be- 
gan to be called—we pulled out all 
stops, giving the dealer a large mat 
service of over 20 different ads in 
a variety of sizes. 


> Point-of-purchase display didn’t 
present any problem since from the 
inception of the Pajama Party idea, 
we had visualized a lifesize repro- 
duction of a girl dressed in the 
Sleeping Figure pajamas. With some 
excellent help from Philipp Litho- 
graph Co., Milwaukee, we were able 
to develop a display that showed 


25005 


Please send me one pair of Engiander “Sleeping Figure” 


pajamas in the suze circled below 


> PLEASE NOTE: THS OFFER EXPIRES AUGUST 31. 1960 
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Key to the Promotion . . . This double 
postcard, attached to the product, made 
it unnecessary for the dealer to main- 
tain stock, easy for the customer to order 
just the size he wanted. 





Insure Rapid Shelf Turnover 
for your products! 


Use any of the hundreds of proven EKCO premium items... 

Yes, the appeal of “something for nothing" is still all powerful. But 
when you put an EKCO gadget or Kitchen Tool inside or outside of your 
package, you're offering customers something with something—and 
it's a BARGAIN—at a GLANCE. 

No ‘sales story’ needed here! Your product plus the Free EKCO 
premium makes a package that MOVES MERCHANDISE! 

A sure fire plan for rapid shelf turnover, bigger volume, new customers 
and more profits. So, send for the complete EKCO PRODUCTS PREMI- 
UM CATALOG. You'll find the right item for your next promotion— 
and the one after that! 


EKCO PREMIUM GOODS 


¢ Attractively carded or individually bagged for insertion in your 
package. 
* Engineered for mass market appeal. 


¢ Colorful handles, sturdy metal parts, practical design. 


fe Ss 
WN ig %) metasen ~ 
EKCO PRODUCTS COMPANY if NSE? SI 
Premium Sales Manager, Dept. AR-1260 ASA 


1949 North Cicero Avenue, Chicago 339, Ill. 
Please send me your current illustrated premium list. 


a — sidcnliea ei Tes 

EKCO PRODUCTS COMPANY Company 

Premium & Specialty Sales Division, Chicago 39, Illinois 

In Canada—Ekco Products Company (Canada) Ltd. Address _ 
376 Birchmount Road, Toronto, Ontario, Canada 


MEXICO—Ekco S.A., Calzada de San Martin, #31, eecstacetae ents pioctiieasaneieein Naina a sens 
Atzcapotzaico, Mexico, D.F., Mexico 
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URCHIDS 
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NOW 


GOODWILL 
FOR AS LITTLE AS 


10:.. 


WRITE TODAY! 
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305 aaa) AVENUE, NEW YORK 1, N. Y 


i eee | TTT STREET, CHICAGO 2, ILL 


SINCLAIR 


BETHLEHEM | axe Mek aadl Riad 
WANTED FOR ALL USERS OF DECALS 


RUBBERCAL™ (plastic decal) is permanent, waterproof, tough 
Easiest applied — without water in any weother. Best indoor, out 
door emblems. More economical. Write for somples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


World's greatest premi- 
um—Ptastic Hostess | 
Apvrons. Only6'4c each | 
in large quantity, not 
much higher in nomin- 
al quantity. LarceE size. 


For free give-aways, 
tie-ins, store-openings, etc. 


Write for Free sample Now! 
We've sold 


No obligation. 
MIL.I0oNs! We guarantee to please you 
. & M COMPANY, 


Dept. PG 19, 415 N. 8th St., St. Louis, Mo. 


er a A A TS ST eR 
Looking for something NEW? 

EXECUTIVE TYPE GIFTS 

LOW COST SPECIALTY ITEMS 

PRACTICAL IDEAS FOR 

INCENTIVE MERCHANDISING 

write wire phone 
HELLER ADVERTISING, INC. 
1718 Upper Union Street 

Schenectady 8, N. Y. EXpress 3-1500 

Designed to fill all your requirements. 
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| with a large paper 
| window or wall use. 


| probes 


GArfield 1-0026 


two people—man and woman— 


| wearing the pajamas. 


This became the focal point of 
our display material, supplemented 
streamer for 
The streamer 
featured a slogan, “You’re invited 
to Englander’s Pajama Party.” In 
addition, we recommended to deal- 
ers the use of manikins dressed in 
pajamas, balloons and favors to 
create a real party atmosphere, or 
live models walking around in pa- 
jamas. 

As it later turned out, some stores 
had their sales people wearing the 
tops of the pajamas while they fea- 
tured the promotion. 


> Direct mail pieces for dealers to 
send out to their customer mailing 
lists are always helpful in getting 
maximum mileage from any mat- 
tress promotion. For the Pajama 
Party, we developed a_ full-color 
invitation imprinted with the store’s 
name. Here again we used the over- 
all theme of “You're invited to a 
Party.” 

The rest of the sales kit con- 
sisted of a collection of smaller 
items. Photographs of the inner- 


Something Up There... 


Outer Space Continues 
In Advertising Appeal 


Two years ago, or thereabouts, 
the first advertising with an outer 
space motif appeared on the scene. 
The trend has taken hold in the 
specialty field with the result that 
items a la outer space are introduced 
fairly frequently. Three of the most 
interesting to appear on AR desks 
recently are the following: 


Missile Range 
Finder 


A specialty with a 
missile-age theme 
has been introduced 


by Saul Menick-David Sadel Asso- 


| ciates Inc., 


in the form of a card- 
board dial. The dial lists informa- 
tion about the satellites and space 
launched by the United 
States and Russia plus definitions 


| of some of the technical terms fre- 
| quently used in 


“missile-talk.” 
A fact sheet is available. 
- for more details circle 1205, page 111 


Reverse Action Marvic adds its bit 
Rocket to the general 
rocket-launching 
confusion with a “mailable missile 
with a backward sizzle.” 
This reverse-action rocket is sim- 
ple to use, according to Marvic: 
“Just pull the plunger out and the 


First Stage rocket zooms  back- 


spring and foam latex sets were in- 
cluded, along with sample labels 
and samples of the return postcard. 

Each salesman was given two 
pair of pajamas to use in his sales 
presentation. An illustrated bulle- 
tin was given to each man explain- 
ing all the material he had to work 
with, how it was to be used and 
suggesting various promotional ideas 
that could be used on a local basis. 


> The promotion was announced to 
the Englander sales force during a 
series of regional meetings. The im- 
mediate reaction was very gratify- 
fying. Dealers almost unanimously 
accepted the idea and began order- 
ing sample pajamas for use at 
point-of-sale. Even more important, 
however, they ordered mattresses! 

Although the promotion was de- 
signed to last for approximately 
six months, after the first 30 days, 
we were able to term it a success. 

The valuable plus to the entire 
idea is the fact that we not only 
have sold mattresses, but for the 
next several years many thousands 
of people can’t help but think of 
Englander every time they: put on 
their sleeping figure pajamas. 44 


wards into the launching barrel. 
This outstanding product of human 
technology comes enclosed in a 
business card sized envelope ac- 
companied by an instruction sheet. 
Samples and details are available. 

- for more details circle 1206, page 111 


Moon Flight 
Puzzle 


An intriguing prob- 
lem of a missing 
space man is the 
subject of a new dial-card specialty 
from Paradox Puzzles, Chicago. 
The puzzle is based on a geo- 
metric principle; given a modern 
twist with 13 spacemen and a 
rocket-firing. 
Complete information is available. 
. for more details circle 1223, page 111 


Sure I'm glad | won! But what will 
I do with a ghost town? 





Year-Long Campaign 


materials were held to 


A variety of inexpensive specialty items and other promotion 
gcther by a consistent use of gold and a special logotype 


How specialties 
helped a company 
celebrate an unusual 


anniversary 


What to Do When Youre 125 


By Bette Macon 
AR Associate Editor 


When a company approaches its 
125th anniversary, the event calls 
for some kind of excitement and 
certainly a proud announcement. 
Even a certain amount of kicking up 
of the heels (as long as it is ex- 
ecuted with some dignity) 
not seem out of line 

This was Orr Iron Co.'s feeling 
on the subject in 1959, as it ap- 
proached its celebration of 125 years 
of steady operation in the Evans- 
ville, Ind., area 

Using a 


would 


“dignified excitement” 
theme, this company worked out an 
amazingly integrated and compre- 
hensive celebration promotion that 
stayed fresh and effective for an 
entire year by combining direct mail 
and specialties 


> Plans for “Project 125” started 
fairly early in 1959. Bernard 
Weirauch, Vice President, Sales and 
John Mueller, Advertising Manager, 
spearheaded the campaign in con- 
junction with Ralph M. Cronin, ac- 
count executive, Keller-Crescent 
Co., Orr’s ad agency 


These three first tried to find a 
specific word to describe the Orr 
anniversary, as “sequicentennial” 
does for 150 years. No dictionary 
provided such a word, and in the 
search for one, letters were sent off 
to other companies facing such an- 
niversaries. When these companies 
wrote back saying they didn’t know 
of such a word but would certainly 
like to use Orr's after they found 
one, Messrs. Wierauch and Mueller 
sat down and coined “Quarticennial” 
for the event. 

“From that point on,’ says Orr, 
“tradition was abandoned. Every- 
thing that had previously been used 
by Orr Iron Co. was relegated to 
the background. Everything had to 
have the new ‘125’ look.” 


> It had already been decided to 
make the celebration a year-long 
event. The problem lay in keeping 
it going without losing its freshness 
or making it too expensive. 

The first solution was found in the 
“new look” idea. All stationery 
form were given this anniversary 
look with the slogan: “125 Years of 
Service” and golden touches 
throughout the re-designed layouts. 


This re-designing 
following: 


included the 


letterheads 
statements 
purchase orders 
quotation forms 


All of these pieces were printed 
in the traditional Orr Iron red and 
black with the new golden touches 
being held down to the imprint of 
the new slogan, a tint block and a 
stylized golden bracket around the 
popular Orr “OI” logo. 

The gold printing required some 
exploring on Orr’s part before it 
could be made practical. But so 
much did Orr like the effect of the 
re-designed forms, it produced two 
more: 


® Golden Business Cards ; 
Created primarily for the sales staff, 
these shining gold cards proved so 
popular with customers, the sales- 
men reported difficulty in keeping 
a supply on hand. 


® Golden Catalog Cover .. . Printed 
in black and gold foil, the cover was 
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Beautiful 
Way to 
Give 
a Woman 


anemstsrnensantse Ideas 
CoM Le a The home decoration ideas and dreams of thousands 


of American women will be influenced by the ““Com- 
plete Guide to Interior Decoration,” compiled by 
House & Garden magazine. 


To assure this end, the color reproductions of furni- 
ture, fabrics and materials had to be just about per- 
fect. And they are. The Condé Nast Press wisely chose 
West Virginia’s Sterling Letterpress Enamel for this 
handsome book. The level, glossy surface of Sterling 
Letterpress Enamel is ideal for catching minute varia- 
tions of brightne ‘ss and shade. Opacity is excellent, 
and the paper's uniform stability assures good press 
performance. 


Sterling Letterpress and all other members of West- 
vaco’s complete family of fine papers give you unusual 
quality and economy whatever your printing needs. 
This is in addition to the benefits of West Virginia’s 
direct sales policy and service, plus the finest tec hnie val 
service available. For full details write to West Virginia 


oy Pulp and Paper Company, 230 Park Avenue, New 
a J York 17, N. Y., or call one of the offices listed below. 


aed i 


P| 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO @ FR 2-7620 NEW YORK @ MU 6-8400 
CINCINNATI @ RE 1-6350 PHILADELPHIA @ LO 8.3680 
DETROIT @ DI 1-5522 PITTSBURGH & CO 1-6660 

SAN FRANCISCO @ GA 1-5104 
In Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, 
St. Louis and St. Paul, ask operator for Enterprise Service. 


The cover of the *‘Complete Guide to Interior Decoration” was 
printed on Sterling Letterpress Enamel 120# basis and the text 
on 804. The Condé Nast Press printed the book on two-color 
Harris sheet-fed presses. Several of the a and this 
insert were printed by Pace Press Inc., N. Y. The 4/c signatures 
were run on a 71" Cottrell rotary letterpress press. Illustrations 
© 1960 by The Condé Nast Publications Inc. 


West Virginia 
Pulp and Paper 


This insert is printed on Sterling Letterpress Enamel, 25x 38—804#. 





dramatically effective. It bore the 
same anniversary slogan, and cuts 
showing the first two Orr buildings 
as well as the new modern plant. 


This integrated redesign of Orr's 
normal direct mail components was 
the basic birthday cake on which 
the company built its year-long 
birthday celebration. 


» As the icing they published a book 
describing the growth of the com- 
pany from the beginning, its present 
status and future plans. 

This book was used as the spring- 
board for the anniversary promo- 
tion. On December 31, 1959, Orr had 
the book reprinted—word for word 

in the pages of the Evansville 
newspapers. 

The same date—December 31 
was the day in which the first re- 
designed stationery forms were sent 
out to the general public. 


> Specialties were used by Orr to 
keep up the celebration period 
throughout the entire year as well 
as winning goodwill. 

While not a stranger to using spe- 
cialties (Orr had formerly used 
them four times a year) the com- 
pany nonetheless felt that these 
“birthday gift specialties” should be 
carefully chosen. 

Again abandoning the traditional 
attitude, the company disregarded 
its normal choice of a specialty that 
was novel and/or new and had its 
territory salesmen do some research 
on customer likes and dislikes in 
this field. 

The salesmen came up with some 
surprising information. 


would 
nice-looking mechanical pencil. They 


1. Customers welcome a 
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were up to their ears in ball-points. 


2. Letter openers were in demand 
again. Users of advertising special- 
ties—in their desire to give some- 
thing different—had ignored this 
useful gift for the last few years. 


3. The use of a gold color and a 
dignified imprint can give even the 
most lowcost specialty a quality ap- 
pearance 


> With this information on _ hand, 
Orr decided upon its choice of an- 
niversary specialty gifts. In every 
case, wherever possible, the com- 
pany used a golden color and in- 
tegrated design for the imprint. The 
final list of specialties included the 
following: 


Golden ruler 

Matches 

Scratch pads 

Gold mechanical pencils 
Gold wooden pencils 
Letter openers 

Gold fob key chains 
Calendars 


While this list contained less than 
a dozen specialties their use was so 
cleverly interwoven that repeats 
were not noticed. Given out by the 
salesmen on a calling schedule of 
every two weeks, the specialties 
gave customers a bi-monthly re- 
minder of Orr’s 125th anniversary 
and created warmth and goodwill. 

The first birthday gift was the 
golden ruler which was given on 
December 15, 1959. The last was the 
1961 calendar given on November 
30, 1960. 


> By choosing inexpensive special- 
ties Orr was able to remember re- 
ceptionists, secretaries, and key 
personnel as well as the purchasing 
agent. This gave added impact to 
the constant flow throughout the 
year of the anniversary stationery 
forms. 

Throughout its entire celebration, 
Orr Iron had managed to keep in 
constant touch with its customers, 
prospects, and community neigh- 
bors—making all well aware of the 
anniversary—without once resort- 
ing to expensive or sensational ap- 
proaches in creating attention. 

The entire 125th anniversary pro- 
gram was handled for less than the 
$12,500 budget allotted for the pro- 
motion and this amount included the 
following specialties: 


6,500 calendars 
10,000 anniversary books 
2,500 golden rulers 


5,000 gold wooden pencils 
5,000 letter openers 


° 
° 
+ 
@ 3,000 gold mechanical pencils 
* 
2 
@ 3,000 key chains 


@ 75,000 match books 
@ 15,000 scratch pads 


Also included in this amount were 
the newspaper ads, artwork, com- 
position, etc. The only cost not in- 
cluded was the printing of standard 
forms such as letterheads, state- 
ments, etc. 

As for results, Orr Iron feels no 
advertising dollar was ever better 
spent by the company. While it has 
no promotion sales graph, a flood of 
congratulatory letters and_ testi- 
monial statements came in from the 
customers as well as requests fot 
the anniversary book from almost 
every state in the Union plus a few 
from Canada and Europe. 

“Excitement with dignity” was 
the Orr theme in planning the pro- 
motion but they also added the val- 
uable ingredients, planning and 
pertinence. 44 


Utility Prime Factor 
In New Specialty Idea 


A disposable ash tray, which can 
be quickly mounted for use on 
walls, chair backs, dashboards, etc., 
has been introduced by Trayco, 
Libertyville, Ill. 

Called “Pin-Up,” the ash tray 
literally is pasted up against the 
vertical surface with its own ad- 
hesive on the back, but can be re- 
moved easily and without marring 
the surface to which it was fastened. 

It is made of heat-resistant foil 
laminatea paper and has a special 
notch to hold cigarettes in position 
on the edge of the tray. It is avail- 
able with ad imprint or special la- 
bels. 

Complete information, samples 
and prices are available from Tray- 


co, P.O. Box 476, Libertyville, Ill. 44 


Disposable Ash Tray New specialty 
from Trayco can be mounted on any 


vertical surface with adhesive backing 





Desk-Top Calendar Pad 
Available from Doolittle 


A desk pad, with monthly calen- 
dar sheets, is available from Doo- 
little & Co., Chicago. 

The pad measures 1714x2214” and 
contains 24 monthly calendar sheets 
(one duplicate for each month). 
Each calendar sheet provides ample 
space for daily notes and memo- 


Desk Calendar Pad . . . Premium idea, 
released by Doolittle & Co., features 
desk pad and removable calendar sheets. 


randa concerning appointments. 
Dates are printed in brown to match 
the leatherette pad binding and 
corners. Ad imprint is available. Re- 
tail price, $3.50. 


> This company also has a new wall 
schedule calendar pad with day-by- 
day spaces for recording visual 
scheduling, jobs in work, plans, etc., 
for production records. The 20x26” 
pads are printed in soft brown and 
plastic bound to hang flat on the 
wall. 

Complete information on both cal- 
endar items is available from Doo- 
little & Co., 320 N. Dearborn, Chi- 
cago 10. 44 


New TV Lamp Clock 
Bows as Premium 


A new lamp-clock premium, in- 
troduced by Pennwood Numechron 
Co., has several distinctive features. 

Designed to look like a small tv 
set, the “Glolite” has a timing unit 
that registers the actual time as it 
passes on the glow-in-the-dark face. 

The unit has a plastic case meas- 
uring 53gx6x314” and is available in 
walnut, ebony, golden or pastel 
shades. The numerals, showing the 
time, are in color. 

Prices range from $11.95 to $15.50 
depending upon the finish of the 
case. 

Additional information is avail- 
able from Pennwood Numechron 
Co., 7249 Frankstown Av., Pitts- 
burgh 8, Pa. 44 





CHOICE... 


You always know when 
you've made a good choice... 
by the effortless drawing you'll do 
in pen and ink, wash or pastel... by 
the long lasting surfaces of versatile 
Crescent illustration boards. QUALITY 

A Crescent choice from the roughest 

layout to the finished art-work. CARDBOARD 


CRESCENT CARDBOARD COMPANY 
1240 N. Homan Ave./Chicago, Ill. 


Keep your signals straight . . . pass your next 
type job right into the reliable arms of Service 
Typographers. Here a high powered team 

who knows typography will guide it safely to 
the Service goals: top quality,,complete 
accuracy and the best possible service. 

See the difference yourself. Call in the 

first team—SERVICE TYPOGRAPHERS and 
score a big gain with your customers. 


/723 SO. WELLS ST., cHitaco ye | 


SERVICE TYPOGRAPHERS INC./ pHone: Harrison 7-8560 


BRAND NEW 
CURRENT ICQUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts professional 
flavor into low-budget paste ups. . . saves time and 
money. Used by ad agencies, art studios, printers and 
industry. Dozens of top quality line drawings every 
month. Ready to use — just clip and pastel Just jot 
@ memo on your compqny letterhead: ‘‘Send me the 
current “Clip Book of Line Art’’ on 30-day approval.” 
No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 
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Which is Better Print? . 


. . The sume negative was used for 
both these prints, but Kodabromide was used on the left, Poly- 


contrast on the right. The difference is noticeable in the detail 
in the shadow areas and in the clarity of the terrazzo flooring. 


Better Prints through Better Paper 


A photographic print is the 
sum of the negative, the skill 
of the printer, and the paper 
he uses. New papers give 
new latitude to the print 
user. 


On a recent commercial assign- 
ment for the Universal Atlas Ce- 
ment Division of U. S. Steel in 
New York City, United Press In- 
ternational delivered two sets of 
black-and-white prints from the 
same set of negatives. One was on 
the regular paper; the second on 
a new paper. The client, James 
Neelan, assistant advertising manag- 
er, without hesitation picked the 
second set of prints because of the 
improved quality resulting from 
polycontrast paper. 

This and trial runs with many 
other commercial jobs have proved 
to the Commercial Photography Di- 
vision at UPI that using the one 
kind of paper not only enables it to 
provide a better quality of work 
for clients but simplifies operations 
in its shop. 

“Polycontrast paper is superior to 
anything we have tried in the past 
in our constant effort to reproduce 
the finest prints possible,” says Roy 
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Mehlman, director of UPI’s Com- 
mercial Photography Division. 

“It is paying off in many respects, 
judging by favorable reaction of our 
clients,” Mr. Mehlman says. 


> At Universal Atlas, UPI has made 
a number of pictures of terrazzo 
floors and masonry walls. Terrazzo 
floors consist of colored chips of 
aggregate set in concrete, polished 
to a high gloss. 

“Some of the chip colors,” says 
James Neelan, “are so delicate that 


re een ~@ 


Exteriors are Better . . 


they are difficult to distinguish in 
black-and-white photographs. 

“At least they were in the past,” 
he adds, “until UPI switched to this 
new paper. Now we can achieve the 
desired advertising effect without 
the necessity of airbrushing to em- 
phasize important portions of a print 
or to play down undesirable high- 
lights.” 

Universal Atlas widely uses “on- 
location” photographs in its ad- 
vertising and requires top-notch 
pictures to sell such a basic material 


. Again using the same negative, the prints made on both papers 


show distinct differences. Note the greater whiteness in the print on the right, as well 


as the greater shadow detail 





as cement. The wide flexibility of 
control afforded through the use of 
polycontrast paper and filters en- 
ables UPI to meet these require- 
ments even under the worst of 
photographic conditions at a location. 


» UPI’s print department, veterans 
of many years of dark-room work, 
also shares the enthusiasm of work- 
ing with this all-purpose paper. Ac- 
cording to Chief Printer Frank 
Farina it has been almost impossible 
to find the right grade of paper to 
match a difficult negative. 

“With polycontrast paper,” he re- | 
ports, “it is a simple matter to hold | 
back strong light coming through the 
windows in interior shots and still 
keep the right contrast in other 
areas. With the proper filter we can | 
also lighten up the shadows in| 
interior backgrounds and still main- | 
tain sharp details of a cement floor | 
in the foreground.” 


> Using only the single grade of | 
paper saves considerable storage 
space, UPI points out. Ordering | 
large supplies of some grades that | 
were used only occasionally is no | 
longer a problem. Since the price of | 
this paper is the same as other | 
grades, there is no added cost, | 
either. 

Further savings in costs, accord- 
ing to Roy Mehlman, are realized in 
less reprinting and less waste in 
trying to produce prints of perfect 
contrast. With a choice of seven 
polycontrast filters of varying colors, | 
it is often possible to salvage poor | 
negatives caused by conditions be- | 
yond control at the location. This | 
avoids the necessity of reshooting 
the picture. The “selective dodging” 
offered by the filters is expected to 
limit such problems in the future. 

The polycontrast filters provide 
seven densities of 4% contrasts from 
1 through 4. They are made of 
optical gelatin to assure quality and 
prevent “fuzziness.” Available sizes 
are 2, 3, and 4-inch squares 


Electron Tubes Transmit 
Pictures via Phone Lines 


Electron tubes said to print high 
quality photographs from electronic | 
signals sent over ordinary telephone | 
and telegraph lines or radio chan- 
nels, are being produced by Ray- | 
theon Co., Waltham, Mass. 

The company said that the new| 
tubes “make it possible to print | 
transmitted news pictures in as} 
little as a third of a second. Photo- | 
graphic receiving machines pres- | 
ently used by the news services re- | 


Presenting... 
| A NEW CONCEPT IN 
STANDARDIZED* LIGHTING 


For Viewing Color Prints and Transparencies 


~- MACBETH 
ANNOUNCES 


AVLITE 


A NEW WINDOW ON THE . 
WORLD OF “COLOR" PHOTOGRAPHY) 


MACBETH 


TOOLS FOR Visual CONTROL 
OF THE COLOR OF YOUR 
PHOTOGRAPHIC PRODUCTS 


ae 


Write Dept. | for a 6-page brochure which 
describes the complete line of Macbeth 
Avlite Transparency and Print Viewing 
Equipment. See your authorized Macbeth 
dealer for a demonstration. 


*Meets proposed ASA specifications for color quality, 


intensity and geometry of viewing light sources 


MACBETH DAYLIGHTING CORPORATION 


P.O. Box 950 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8 x 10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohie St, * Chicago 10, Illinois 
Dept. D-12 @ _ Telephone: Michigan 2-5651 


WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 

projectors for point 

of sale and trade 

shows. We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


For information, write Dept. A-12 
TEL-A-STORY, INC., Davenport, lowa 


SOUND EFFECTS 

Hi-Fi and Super 
Newest sounds: Airplanes, DC8, Electra 
Prop-Jet, Boeing 707, Air Force F-104 
Starfighter, Regulus I, Missile Launching 
Carrier Sounds. Also Autos, Music, Trains, Household 
and Industry. More than 13 classifications; over 1500 
real-life sound effects. See your dealer or send 25¢ 

for 56-page catalog containing over 250 listings 
MP.TV Services, Inc., 7000-L Santa Monica 
Bi., Hollywood 38, Cal. 


Hit 


the target! Your sales message in$ 
Advertising Requirements can reach > 
the eyes of the decision-makers ine 
the $3 billion promotion, production . 
and merchandising market. 
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quire about seven minutes to send a 
photograph.” 

The new printer tubes resemble 
flattened television picture tubes 
with stubbly beards across their 
faces. Microscopic wires, spaced 250 
to the inch, extend  brush-like 
through the faces of the tubes. Elec- 
tronic signals sent to the tube form 
electronic pictures on the tube face 
in the same way that tv pictures are 
formed. The charges, whose inten- 
sity determines the shade of gray, 
are passed through the wire “brush” 
to the outside of the tube. Paper 
passing against the tube picks up the 
charge and reproduces the picture. 

Possible uses include the trans- 
mission of comprehensive layouts 
from advertising agencies to clients 
for approval, the location and di- 
rection of freight cars for railroads, 
the transmission of statements, sig- 
natures and photographs of persons 
cashing checks from one bank to 
another, and the reproduction of 
waybills, bills of lading or detailed 
handwritten records for traffic man- 
agers. 44 


California Firm Markets 
Par-A-Glide Roll Ruler 


Par-A-Glide, a roll ruler that aids 
artists and engineers in the ruling of 
columnar paper, graphs, charts, let- 
tering guide lines; and double lines 
for figure totals, is being merchan- 
dised by Calmart International, Los 
Angeles. 

The product is a timesaver for the 
additional occupational classifica- 
tions of appraisers, machinists, hob- 
byists, field engineers, surveyors, 
contractors, designers, layout men, 
draftsmen, architects, bookkeepers, 
accounts, statisticians and students, 
Calmart spokesmen point out. 

Other features of ‘the product are 
its use for typists in copying printed 
matter, comparison of printed mat- 
ter line by line and in measuring 
galley proofs. 

- + « for more details circle 1215, page 111 


Machine Speeds 
Pasteup Process 


A machine said to speed normal- 
ly slow pasteup by entirely elimi- 
nating hand pasting and brush op- 
erations is being produced by the 
Potdevin Machine Co., Teterboro, 
N.J. 

The product, the Potdevin adhe- 
sive coating machine, automatically 
applies a pressure-sensitive coating 
to pieces that are to be mounted in 
a finished pasteup or mechanical. 
Designed for use by newspapers, 


magazines, typographers, advertis- 
ing agencies, photo offset printers 
and art studios, the machine applies 
a pressure-sensitive wax coating to 
the underside of printed copy, re- 
production proofs, photographs, 
photostats, velox prints and other 
materials. The pasteup artist need 
only press the coated papers into 
position when assembling the me- 
chanical. The wax coating provides 
a neat, positive bond, yet one which 
can be corrected with ease. 

Three machine sizes are available. 
They will coat materials of any 
length in widths of 12, 21 or 27”. 
Tank wax capacity of each is 1, 1% 
and 2 gals. 44 


Color-Mixing Palette 
Marketed for Artists 


A color-mixing palette for the 
commercial artist, consisting of an 
aluminum cup holder, 25 disposable 
cups and a snap-on cover, is being 
marketed by Regush Products Co., 
505 5th Av., New York. 

The plastic cover, which snaps on 
to the aluminum holder, keeps mixed 
colors fresh and in ready-to-use 
condition for several days, the com- 


pany says. The disposable plastic 
mixing cups were designed for work 
with water colors, tempera, retouch 
colors and inks and dyes. They offer 
a white mixing surface and being 
disposable, do away with wash-ups. 

The kit, called the Mix-Eez, with 
tray, cover and 25 cups, retails at 
$2.49. Package of 50 cup refills sells 
at q9¢. 44 


Griffin Issues Cataiog 
on Graphic Arts Tools 


The fifth edition of the Grifhold 
catalog, listing the line of tools built 
for the graphic arts and crafts fields 
by the Griffin Manufacturing Co., 
Webster, N.Y., has been issued. 

Items listed include stencil knives, 
pounce wheels, razor blade scrap- 
ers, pencil lengtheners, utility 
knives, cutters and others. 

Copies are available. 

- « for more details circle 1216, page 111 
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ee WE SHIP TODAY 
_ fastest service possible in 


fa 34 hears or lone from receipt of your order. your 
“Kat” Building Materia are speeding t you. 
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Shooting Motion Standing Still 


When the client wants 
a photo of a truck 
rolling down a wet road, 
it sounds hard to get— 


unless you have 


a smart photographer 


The problem photographer George 
Faraghan, Philadelphia, had to face 
was to obtain a photograph of a 
truck, seemingly moving at top 
speed on a stormy night. 

Faraghan Studios was commis- 
sioned to get the photograph by 
Erwin Wasey Ruthrauff & Ryan, 
Philadelphia, for its client, Keasbey 
& Mattison Co., building materials 
manufacturer. 

The illustration was to appear in 
a two-color business magazine ad 
boosting the company’s fast, around- 
the-clock service. Herman Voltz, the 
agency’s art director, merely told 
Faraghan to “get us an illustration 
of a trailer truck traveling at high 
speed on a dark, rainy night.” 


> The photographer set up the pic- 
ture at Barrington, N. J., between 
11 p.m. and 1 a.m. With the coop- 
eration of the Barrington police and 
fire departments, an area was roped 
off and the highway was soaked by 


fire hoses until it was shiny and re- 
flective. 

Only the lights of the truck and 
the background street lamps were 
turned on as the camera was set 
for a 30-second time exposure, us- 
ing the recently introduced Sylvania 
Floodflash Flashbulb FF-33. This 
eliminated the need for bulky power 
cables or remote power sources. 

The photographer then placed a 
slide in front of the lens. Simul- 
taneously, fire hoses sprayed the 
area to give the illusion of rain. 

The slide was then removed and 
four 10” reflectors, powered by a 
40-volt pack, were triggered. The 
duration of the flash was 1% secs. 
For the first second the camera re- 
mained stationary on its pan-head. 
During the last half-second, the 
camera was panned to create the 
proper streaks of light and the feel- 
ing of high speed. 

Thus, the “rapidly moving” truck 
was photographed standing still. 44 
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sales meetings is offered by SCI, Div. 
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(Page 76) 


1203/Circle on Readers’ Service Card 
Copy Changer Folder 
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Envelope Chart 

. . » Boston Envelope Co. releases a chart 
showing the proposed postal regulations 
effect on envelope users. (Page 88) 
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. . » Greif-Associates Inc. releases an edi- 
tion of its external publication which gives 
tips to editors and p.r. people. (Page 88) 


1209/Circle on Readers’ Service Card 
Sales Promotion Booklet 

. .. D. B. Hopkins tells why and when a 
sales promotion organization can be of 
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booklet it is offering. (Page 94) 
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1213/Circle on Readers’ Service Card 
Speed Mail System 

. @ brochure describing the Diamond 
Mail Aid mailing system is available from 
Eureka Specialty Printing Co. (Page 86) 


1214/Circle om Readers’ Service Card 
Minipix Mailing Idea 

- gun.med stamps in full-color from 
a customer’s 35mm transparency are de- 
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Associates. (Page 86) 
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others according to catalog sheet. 
(Page 106) 


1216/Circle on Readers’ Service Card 
Pounce Wheels * 

... and many other items of interest to the 
graphic arts field are included in the Grif- 
hold Catalog. (Page 106) 


1217/Circle on Readers’ Service Card 
Electric Stapling 

. . . has its advantages and the Staplex 
Co. has printed a brochure naming those 
attributed to its product. (Page 42) 
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. +» samples are contained in a book being 
offered by Byron Weston Co. (Page 42) 
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1219/Circle on Readers’ Service Card 
Labeling Aids : 

. and products for filing and indexing 
made by Office Products Inc. are described 
in company’s catalog. (Page 42) 


1220/Circle on Readers’ Service Card 
Mobile Papers 

... ate displayed in a swatch booklet pre- 
pared by a division of Scott Paper Com- 
pany. (Page 48) 


1221/Circle on Readers’ Service Card 
Office Paper 

. . Howard Du-All’s use in office and 
business functions are described in a How- 
ard Paper brochure. (Page 48) 


1222/Circle on Reacers’ Service Card 
Printed Ideas 

. . . different ways printers have solved 
common problems in sales promotion ma- 
terials shown in Linton Bros, Kit. (Page 48) 


1223/(Cirele on Readers’ Service Card 
Moon Flight Puzzle 

. . » Paradox Puzzles introduces a specialty 
item with an outer space theme. (Page $8) 
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FINCH OFFSET can't guarantee you'll get to the of- 
fice party on time, but these high quality sheets wilt 
give you beautitully printed direct mail pieces—and 
at a lower cost! Call or write 
us for samples today or 
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